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Advertiser's 
We ann =| 


HE ORGAN OF BRITISH ADVERTISING 


COLOUR 


IMPORTANT ANNOUNCEMENT 


Except for Christmas week, all colour space for 1954 

sold out at £3,000 a page! Advance bookings for 

monotone are at a record level and advertisers who 

want WOMAN’s support in 1954 are advised to make 
their reservations NOW. 


OL Lf 


By far the world’s largest-selling weekly for women—and a 


member of the Audit Bureau of Circulations. Current sales 
very greatly in excess of the last published A.B.C. figure— 


2.3d0. 712 


Harris Kamlish, Advertisement Director, Odhams Press Limited, 96-98 Long 
Acre, London, W.C.2. 
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ADVERTISER'S WEEKLY 


To 
cover 

the 
Woodworking 
Trades... 


CONTROVERSY ON IIPA 
HONOURS WITHOUT EXAMS 


Devaluation of 
letters AIPA 


Sir,—- Mr. Hughes - Freeland 
(December 3) touches on a point 
which I have heard mentioned by 
many—and not only agency per- 
sonnel—the “devaluation” of the 
letters A.LP.A. through there 
being no differentiation between 
associate members of the LI.P.A. 
who have passed the examina- 
tions and those who have not. 

Although the practice of ad- 
mitting members without exami- 
nation ceases after this year, it 
has gone on for so long that a 


NEXT WEEK 


the annual Christmas Number 
of “Advertiser's Weekly” will 
include all the traditional 
seasonal fun, critical comments 
on Christmas posters, packs and 
displays, also a 
HASLAM MILLS 
SUPPLEMENT 
in which selected examples of 
the master copywriter’s work 
will be reproduced. 


considerable proportion of exist- 
ing members must have been ad- 
mitted in this way. It is to be 
expected—and to be hoped—that 
it will be many years before 
these distinguished advertising 
people cease to be members. Yet 
so long as they remain numerous, 
it is natural that a lower value 
will be attached to the examina- 
tions than is good for future 
Institute membership figures 
unless, as Mr. Hughes-Freeland 
suggests, there is some distine- 
tion between members admitted 
by examination and those who 
have been admitted merely by 
interview, 

As an alternative to A.LP.A. 
(Hon.) for those who did not 


To The Editor. . 


take the examination, those who 
did could be shown in the In- 
stitute’s list of members with “x” 
after their names—-in the manner 
of the symbols used in the Army 
and the Air Force Lists to in- 
dicate officers with special quali- 
fications 

MAURICE DE JONQUIERES. 
33 Beaumont Road, 
Purley. 


Qualifications for 
the boys 


Sir,—I write to second Mr. 
Hughes-Freeland’s letter views 
(December 3). 

When one knows how easily 
certain people have obtained their 
various “academic appendages” it 
must, indeed, dishearten the 
youngsters of to-day, faced with 
stiff examinations, when they find 
out about the “other way.” 

That convenient clause worded 
something like: “. . . by exami- 
nation or on providing evidence 
that their experience, in the 
opinion of the council, qualifies 
them. r How that must 
have been worked sometimes in 
finding qualifications for “the 
boys.” 

R. A. CHILb. 
(Sorry, no letters, 
only experience.) 
63 St. Charles Square, 
Kensington, W.10. 


Back door entry 


Sir, Mr. Hughes - Freeland 
has undoubtedly put into words 
the feeling of many Institute 
students on the above subject. 

This letter is being written by 
two men, both veterans of the 
Institute exams., and we wear 
our wounds proudly! Each 
exam. failure brought us a 
greater respect and admiration 
for the high standards facing us. 
We are determined to get there 
in the end. 

But is the A.ILP.A. worth 
working for now? Is there, after 
all, a way in the back door 
through which privileged persons 
are secretly led? It is difficult 
to express the sense of disillu- 
sion that follows this thought. 

We read nothing in the In- 
stitute rules to the effect that 
a privileged class could gain 
entrée without passing exams. 

We feel that this matter calls 
for a statement from the Insti- 
tute to clear matters up 

We also feel that the newly 
formed “Students Society” should 
take this up. 

DuPLex-PerPLex. 
(Names and addresses supplied.) 


Drummond Armstrong 


replies for Institute 


System ends 
this year 


Sir,—I was interested to read 
that F. WHughes-Freeland (De- 
cember 3) is concerned for the 
feelings of the younger men and 
women at present studying for 
the  Institute’s examinations; 
further, that he is a great believer 
in the Institute’s examinations. 
So is the Institute! 

As all members of the Irsti- 
tute have known for many 
months, admission as an Asso- 
ciate other than by examination 
comes to an end, once and for 
all, on December 31, 1953 

The reason for this decision, 
taken by the council of the In- 
stitute fast May, is that there 
are to-day many men and women 
who have been successful in the 
Institute’s examinations, occupy- 
ing responsible positions in the 
agency business. In such cir- 
cumstances it is clearly no longer 
necessary to permit the door to 
remain open for the admission, 
by any other method, of senior 
executives. 

What may not be appreciated 
by those reading Mr. Hughes- 
Freeland’s letter is that, in the 
past, far more applicants for 
admission without examination 
have been rejected than ac- 
cepted, the standard having been 
maintained on a very high level 
indeed. 

DRUMMOND L. ARMSTRONG. 
Director, 
Institute of Incorporated 
Practitioners in Advertising. 


Healthy competition 


in public relations 


Sir,—Sir Stephen Tallents’ re- 
mark made at the annual meet- 
ing of the Institute of Public 
Relations that he looks forward 
to the day when no sensible 
would-be employer of a public 
relations officer will need to 
extend his search beyond the 
ranks of the Institute, foretells 
pessimistic bureaucracy. 

The fact that to-day there exist 
innumerable public and _ press 
relations officers and consultants 
who are not members of the 
Institute does not by any means 
indicate that they are not pro- 
ficient and competent. Quite 
possibly it indicates that they are 
alive to the advantages of 
healthy competition. 

The proof of competency in 
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... you 
should use 
WOODWORKING 
INDUSTRY 


Published by 

TRADE CHRONICLES LTD. 
180 FLEET STREET, LONDON E.C.4 
Phone: Chancery 8844 


e, i © 
knitwear & StOCKINS cris: cicimar  sccencs 
A SPECIALISED TRADE JOURNAL WITH CONCENTRATED SELLING POWER 


Apply for particulars to Advertisement Manager, KNITWEAR 


public relations or any other field 
is surely in the work carried 
out by the exponents of that 
profession. 

Does the Institute give an 
undertaking that its members are 
competent, or—a sinister thought 

that non-members are incom- 
petent? 

Perer Hope LUMLEY. 
14, Sackville Street, 
London, W.1. 


When ‘imperfections’ 


. 

give ads character 

Sir,—I cannot help feeling 
that Roger Darcy in his article 
on Typography in Advertising 
(December 3) is being a little 
too pedantic and over-critical 
in his comments on the Ford 
advertisement. 

He illustrates the point by sug- 
gesting the incongruousness of 
putting a Louis Seize desk into 
a room full of contemporary 
furniture and goes on to indi- 
cate that an advertisement, like 
a room, should be furnished as 
a perfect whole. 

May I ask Mr. Darcy if he 
has ever had to sit or live in 
one of his perfectly furnished 
rooms, and whether he felt 
really happy in it? Whilst I 
agree that his extreme example 
of a Louis Seize desk would be 
difficult to fit into the scheme 
of a contemporarily furnished 
room I maintain that the charm 
of a room, the attraction—or in 
the case of a picture the beauty 
of it—is very often caused by 
the one apparently careless im- 
perfection that he is carping at. 

Personally I like the Ford ad- 
vertisement in question and | 
consider that the nameplate 
“Ford” -by accident or design 
gives the advertisement charac- 
ter and personality, lifting it 
above the safe and dull, unima- 
ginatively perfect whole. 

J. pe Lavis-TRAFFORD 
“Brewer's Orchard,” 
Cookham Dean, Berks. 
More letters—page 600 


& STOCKINGS, 47 Hertford Street, Mayfair, London, W.!. Tel.: HYD 7557/6 
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lf you sell to women... 


. . » YOU WILL NEED THESE FACTS AND 
FIGURES AT YOUR FINGERTIPS FOR 1954 


E alee 


- Bes _ : ; areas. £ pa: —_ . = 
SEND FOR YOUR q “WOMAN'S OWN —- A MAJOR PACTOR IN MARKETING TO WOMPN” 
copy NO Wl me NAME 


ADDRESS 


: 
, 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LITD., 
TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2. Temple Bar 4363 (40 lines) 
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130,407 PEOPLE READ 


The Listener 


Member of the Audit Bureau of Circulations 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, 


Broadcasting House, Portland Place, London, 0.1 
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or te [ling 


The hoarser kinds of publicity 
are not always serviceable 

for products with a high reputation. 
Often you need only say a 

few well chosen words to a few 

well chosen people — like the 

readers of The Listener. 

They are people who like good things. 
They can afford them and are 
prepared to hunt for them. They are 
(as their taste in reading suggests) 

just as much influenced 

by reasoned argument as by a loud 
repetition of claims. If you have 
something to sell that is better than 
average, you can be certain — 

for experience has proved it — 

that The Listener’s readers will 
respond extremely well. 
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Ewart Berry 


Eric Cheadle 


Michael Renshaw 


Changes in Kemsley 
ad direction 


A reorganisation of responsibilities involving several directors 
of Kemsley Newspapers in London is announced this week. 

V. Ewart Berry, advertisement director, takes over responsi- 
bility for the general administration of the London office and 
co-ordination with other offices of the Group. 


Michael 


Renshaw, deputy advertisement director, becomes 


advertisement director and has been elected to the board of 


Kemsley Newspapers Ltd. 


The duties of E. W. Cheadle as director of development are 
being extended to embrace all aspects of circulation, sales pro- 
motion and publicity in the Group. E. P. Francis will concen- 
trate on the distribution side besides continuing his close contact 
with the wholesale and retail trade. 

Ewart Berry succeeds Mr. Cheadle as principal representative 
on the council of the Newspaper Proprietors Association. 


AA neutral on television 


|= director-general of the 
Advertising Association, 
L. E. Room, stated this week 
that the Advertising Associa- 
tion has a neutral attitude on 


that if competitive television 
came it would do what it could 
to see that the ethical standards 
of advertising were maintained. 


Papers boom— 
thanks to 
advertising 


Commenting on a report in 
our last week's issue that the 
“Bath and Wilts Chronicle 
and Herald” carried 1,277 
column inches of advertising 
in a recent issue, Eric Putnam 
of the “Bournemouth Times” 
writes: 

“We frequently carry more. 
Indeed we have had figures 
of 1,550 inches. 

“It all shows newspapers 
are simply booming along 
nowadays, and I am sure we 
are all grateful to ‘Adver- 
tiser’s Weekly’ in making so 
many realise advertising 
brings terrific business.” 


. 

Cinema vouchers 
. . . . 

film criticised 

A leading article in The 
Outfitter complains that it seems 
strange that experienced film 
trade publicists should produce 
an advertising film which “ap- 
pears to have the express pur- 
pose of knocking at the tradi- 
tional manner of Christmas gilt 
purchasing.” 

The film in question is one 
publicising the cinema _ gilt 
voucher scheme. It shows actor 
Jack Hawkins staggering out of 
a shop piled high with Christmas 
gifts. Then comes the suggestion 
that this is an old-fashioned way 
of shopping. It would be much 
easier to buy cinema vouchers 

The Outfitter suggests that 
readers should complain to their 
local Chamber of Trade about 
the film. 


‘WORLD WONDERS’ ON THE PACK 


“World Wonders” will be 
featured on Shredded Wheat 
company packs in the New Year. 
Ihe series “Welpgar Presents 
World Wonders” will consist of 
captioned and illustrated super- 
latives, for example, the world’s 
fastest typist, greatest juggler, 
largest telescope. .. . 

The new scheme, produced 
under the close direction of 
W. G. OConnor, Shredded 
Wheat’s sales and advertising 
director, and Laurence Borham 
of McCann-Erickson, succeeds 
the “Round the World with 
Welgar” series which was re- 
sumed after the Coronation. Art- 
work has been done by A. E. 


Johnson's, of 3 Portsmouth 
Street, London, W.C.2. 

Ihe idea originated with 
Norris McWhirter, director of 
McWhirter Twins Litd., who 
supply the facts and figures for 
the News of the World Almanac 

Aim of the series is to appeal 
to a wider age-group than those 
interested in the standard “cut- 
outs.” Each panel is “trailed” 
by its predecessor “Do you 
know the height of the longest 
delayed) parachute d op? -See 
Welgar Wonders No. 2." Stan- 
dard punch-holes are shaded in 
so that consumes can cut out 
each panel and “have fun filing 
facts.” 


commercial TV. 

He was commenting on a 
Hansard report that when Ian 
Harvey, M.P., asked what repre- 
seniative advertising bodies had 
tendered advice on the separa- 
tion of advertisements from pro- 
grammes, Mr. L. D. Gammans 
named the Advertising Associa- 
tion, the Incorporated Society 
of British Advertisers and the 
Institute of Incorporated Practi- 
tioners in Advertising. 

Mr. Room said the Association 
explained to the Postmaster- 
General that its constitution pre- 
venied it from taking up any- 
thing but a neutral position, but 


families laughing — AND 
BUYING! See that this light 
hearted menthly with the 
heavy reader response goes on 
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More ads, less PR urged 
for London Transport 


London Transport Executive should secure more adver- 
tising revenue to augment its income, states a memorandum 
submitted by the Association vf Municipal Corporations to 
the Transport Ministry committee which is inquiring into 


London Transport. 

The memorandum, 
represents the views of §2 
boroughs in the Home Counties 
served by ndon_ Transport, 
says: 

“Consideration might be given 
to letting advertisements on the 
backs of tickets, and the pro- 
vision of a screen at the back 
of queue shelters which could 
be used for advertising, and 
would also provide protection 
against weather.” 

The memorandum also urges: 

“The need for a public rela- 
tions department on the present 
scale should be examined. 

“It is understood that only a 
few years ago this department 
was very small, but as a conse- 
quence of a decision that the 
general public should be invited 
to forward complaints, the de- 
partment has grown in size. 

“There has been a resultant 
adverse effect on the administra- 
tion of other departments, since 
in order that a complaint may 
be answered it is circulated to 
those departments a to be 
affected, in order that they may 
comment on it.” 

The memorandum suggests a 
revision of the method by which 
local authorities can submit their 
problems, as the present traflic 
advisory committees “serve little 
ee beyond forming a link 
in the public relations organisa- 
tion of the Executive.” 


‘Salesmanship is 
giving the best 
TV programmes’ 


What brightness there is now 
in television is put there by 
salesmanship——for example on 
behalf of B.O.A.C, or B.E.A. 
said D. R. Griffiths, director and 
secretary, Incorporated Sales 
Managers’ Association, at the 
Manchester branch annual din- 
ner on Monday. 

Stating that he was all for 
television helping to sell com- 
mercial aviation, he asked “Why 
should it not also help hundreds 
of manufacturers whose products 
could not be effectively sold un- 
less they could be shown, on 
the job, to the prospective 
buyer?” 

“Consider farm tractors and 
all other farm implements,” he 
said. “Bringing the farmers into 
demonstrations is a very costly 
business. Why shouldn't the 
manufacturers a allowed to do 
the job by television and, in the 
rocess, give television an even 

tter serial than The Archers is 
on radio?” 


! HIGH STANDARD 
OF SHOE ADS | 


The standard of advert- 
ising in the shoe trade is 
articularly high, F. G. 
enney, edverticing and pub- 
tlicity manager of Moccasin 
{ Shoemakers, Ltd., told 
Northampton branch of the, 
British Boot and Shoe In- 
stitute: 

‘Look through any maga- 
zine and you will see that 
the quality of the advertise-? 
ments of the big shoe manu- 
facturers is as good as in any { 
of the other leading indus-} 
tries in the country,” he said. 
“* Over £47 million was spent 
on press advertising in 1952, 
and of that figure the shoe 
industry contributed over 
{ £1,200,000 The standard, 
gees speaking, is very; 
igh, and I think we have a? 
lot to be proud of because? 
there are so many others 

} 


industries in which the ad- 
'vertising is not so good.” 


ll i i i i 


Basic units for 


exhibitions 

City Display Organisation 
have produced a brochure giving 
full details of their Personal Plan 
scheme—a system of units for 
use on exhibition stands. 

The brochure illustrates how 
the units can be used to equip 
the interior of stands. It shows 
severa) suggested layouts ard 
gives details of hiring charges. 
len basic units are available with 
five choices of colour schemes. 

Full details of the Personal 
Plan scheme were given in 
ADVERTISER'S WEEKLY of Nov- 
ember 5. 


Hubert Oughton opening the 1.1.P.A. exhibition. 


IIPA hold fine | Early bookings 


art display 


An exhibition of nearly 150 
non-commercial paintings by 
members of agencies belonging 
to the Institute of Incorporated 
Practitioners in Advertising is 
now on display at the Institute’s 
headquarters, where it will re- 
main until Christmas Eve. 

Arranged to encourage interest 
in the fine arts among agency 
personnel and to enable them to 
have an opportunity to exhibit 
their works, the exhibition com- 
prises oil paintings, water 
colours, drawings, and one 
sculpture. The subjects include 
portraits, landscapes, street 
scenes, character studies, nudes; 
river, sea and industrial scenes; 
still life, and a few abstract 
studies. 

Hubert Oughton, president of 
the Institute, who opened the 
exhibition on Monday, claimed 
that it revealed a so much higher 
standard than was common with 
such exhibitions, that next year 
it might be opened to the general 
viewing public. It had been 
organised to enable the creative 
brains in the Institute to exhibit 
their work to each other and to 
their friends in advertising. 

The committee responsible for 
the organisation were: W. K. 
Crampton Chalk (chairman), 
D. A. Bain, Phillip Boydell, 
Ashley Havinden, G. A. Towers 
and James Fitton, to the last of 
whom Mr. Oughton paid par- 
ticular tribute. 


Hard drinks will 


Beer advertising, “which relies 
so much on tradition and almost 
on patriotism,” is having to turn 
more and more to hard selling, 
according to an article in the 
Financial Times Brewing Indus- 
try Supplement, published on 
Monday. 

Beginning with the claim that 
the brewing industry is the 
second largest advertiser in the 
country, the article concludes 
with this warning: 

“Beer advertising will not 
maintain its record of achieve- 
ment for the industry unless it 
quickly wakes up to the fierce- 
ness of the jungle in which all 
purveyors of popular products 
are fighting for their profits and 
even for their lives. 

“If the high advertising ap- 


need hard selling 


propriations of the main brewers 
are to be justified in the immedi- 
ate future, there will have to be 
harder thinking and harder 
selling by the brewers and their 
advertising agents. There is 
little doubt this will happen. 
The question is: Will brewers’ 
advertising still be a joy to the 
connoisseur not only of beer but 
of publicity?” 


SOUR GRAPES 

At a meeting of the western 
area of the Retail Fruit Trade 
Federation, when a demand was 
made for the revival of the “Eat 
More Fruit” publicity campaign, 
it was stated that the fruit trade 
was losing ground, particularly 
to the sweets industry. 


for big printing 


* * e 
exhibition 
IPEX —The Tenth Interna- 
tional Printing, Machinery & 


Allied Trades’ Exhibition—is to 
be held at Olympia, London, 
from July 5-16, 1955. 

Reservations have already been 
received for 170,000 square feet 
of the space available, by both 
home and overseas members of 
the printing and allied trades. 
F. W. Bridges & Sons Ltd., the 
exhibition organisers, are asking 
for potential exhibitors to make 
early application for stand space. 

Press relations officer for the 
exhibition is Ken Winslow and 
Spottiswoode Dixon & Hunting 
Ltd. are the advertising agents. 
Promoters are the Association of 
British Manufacturers of Prin- 
= Machinery (Proprietary) 
td. 


—_____,_—_ 


Display contest 


Next year’s Sewing Week Dis- 
play competition will, for the 
first time, include interior dis- 
plays. Hitherto it has been 
devoted exclusively to window 
displays. 

(here will be £200 in cash 
prizes which will be awarded to 
the best entries in either section. 
In addition Olney Amsden & 
Sons Ltd. will present their 
Crescent Challenge Cup to the 
best combined window and in- 
terior display. 

The judges will be the board 
of management of the National 
Needle Arts Bureau and A. J. 
Symes, vice-president of the 
British Display Association and 
editor of Display, Design and 
Presentation. 


Excuse me, your 
puff is showing 


Commenting on the fact that 
a participant in the “What's My 
Line?” television programme on 
Sunday named his firm before 
being faded out, the Londoner’s 
Diary feature in the Evening 
Standard commented : — 

“These free puffs are becom- 
ing so common that unless the 
B.B.C. take strong steps to sup- 
press them, there will be little 
point in advertisers paying for 
‘plugs’ in sponsored pro- 
grammes.” 
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‘Readership surveys are unfair to the 


provincial press’ 
SPECIAL FIELD-WORK REQUIRED TO 


SHOW STRENGTH AND ADVANTAGES 


THat press readership surveys carried out on the present 
standard pattern do rather less than justice to the 


provincial press as a whole was suggested by Harry Henry, 
director of Market Information Services Ltd., addressing the 


Publicity Club of Leeds. 
Pointing out that this limita- 


tion applied equally to the 
I.LP.A. surveys of 1939 and of 
1947, and to the Hulton 


Readership Survey, Mr. Henry 
(himself one of the editors of 
the Hulton Survey) stressed that 
this did not mean that the sur- 
veys were in any way inaccurate. 
But the particular problems of 
the provincial press meant that 
unless field-work were specially 
planned in order to study pro- 
vincial newspapers, their particu- 
lar strengths and advantages 
would not be brought out. 

“It would be asking rather too 
much to expect Hulton Press to 
concentrate on this field,’ con- 
tinued Mr. Henry. “Nor is it 
reasonable to expect an adequate 
study here from an enquiry sub- 
sidised by members of the 
N.P.A. or the P.P.A. But we 
know that, in certain towns at 
least, the coverage provided by 
the local newspapers is greater 
than the coverage of all the 
national morning newspapers put 
together, though this fact can 
only be brought out in a detailed 
study. 

“The technical problems in- 
volved in readership surveys of 
the provincial press are consider- 
able, particularly since it is first 
necessary to assess the exact area 
in which any rticular news- 
paper is read, but they are by 
no means insuperable.” 

Sooner or later a fully detailed 
study of the provincial press 
would have to be done. Certain 
newspapers, indeed, had been 
responsible for readership sur- 
veys in their own areas, and in 
view of the difficulties in getting 
the provincial newspapers to 
work together as a whole it was 
probable that individual surveys 
were the immediate answer for 
any publisher who realised that 
it would be to his advantage to 
make detailed information avail- 
able to the advertising world. 


GPO FILMS FOR 
TELEVISION 


Two two-minute films, pro- 
duced exclusively for television, 
have been made by Anglo- 
Scottish Pictures for the G.P.O. 

“Pack it up,” urging people to 


pack their Christmas rcels 
properly, was shown on Monday 
and Wednesday, and “Post 
Early” will be televised on 


Sunday and Friday of next weck. 


‘Scotchlite’ is 
new material 
for display 


What is believed to be the first 
application of a new display 
material in this country has been 
employed by the Evening 
Standard in its new sign at the 
Strand, London. 

Called “Scotchlite,” it is made 
by the Minnesota Mining and 
Manufacturing Co. International 
Division, and employs a thin, 
flexible, weather-proof, — light- 
reflecting film coated with mil- 
lions of microscopic 4 
glass lenses. It is claimed to last 
for about three years. 

Activated by lights in front 
of the sign, the sign, which is 


oor 


+* Sunday Chronicle’ } 


7 
7 
7 
{ ad rate cut : 
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The “Sunday Chronicle” 
} basic display rate is being 
» reduced from £11 per single 
column inch to £8 as from 


4the beginning of 1954. 
, 
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j 
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visible along the Strand, reads: 
“Get RESULTS—with a small- 
ad—EVENING STANDARD—- 
Central 3000,” the top line being 
in yellow, the middle in silver, 
and the bottom in red. 

The sign is the result of col- 
laboration between R. N. Bruce 
Lockhart (Evening Standard 
publicity manager) who first saw 
Scotchlite in use on road signs 
in the South of France; Hypno- 
color, Ltd., who arranged the 
supply of the material, which is 
not yet manufactured in this 
country; and Boro Billposting, 
who own the site. 


The new “Evening Standard’ sign 
as seen from the Strand. 


$37 
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Hidden lighting brightens this display. 


POINT OF DEPARTURE ADVERTISING 


A map of Western Europe, 
featuring the Continental  ser- 
vices and connections of British 
Railways’ Eastern Region, is 
featured in a display case that 
has been erected next to the seat 
reservation office at Liverpool 
Street Station, London. 

At each side of the map are 
posters advertising the “Rhein- 
gold” and “Lorelei” expresses, 
and suspended from the top is a 
plastic scroll lettered “Germany 


and Switzerland via Harwich.” 

At the foot of the display case 
is a cut-out model of the 
“Rheingold Express” train pass- 
ing through typical Rhineland 
scenery. 

The display, which is illumi- 
nated by hidden lighting both 
from the ceiling and floor, was 
designed by Berta Studios Ltd. 
in’ consultation with M. B. 
Thomas, the public relations and 
publicity officer, Eastern Region. 


London agency handles new series of 
TV commercials for America 


Foote, Cone & Belding Ltd. 
have begun work in London on 
the scripting and production of 
a further series of IV com- 
mercials for the second series of 
39 half-hour dramatic shows to 
be produced by Douglas Fair- 
banks Ltd. at Elstree entitled 
“The Rheingold Theatre”—for 
transmission over New York TV 
channels. 

The decision to go ahead with 
the second series, it is claimed, 
represents the biggest contract 
ever made in the history of 
British film production for com- 
mercial television. Negotiations 
were finally completed last 
week-end. 

F.C.B. London, on behalf of 
the agency’s client, Licbmann 
Breweries Inc., makers of Rhein- 


gold beer, scripted and pro- 
duced—in co-operation with 
F.C.B. New York—the 39 sets 


of TV commercials for the first 
programme of “The Rheingold 
Theatre”—and completed the 
assignment earlier this year. 
The commercials in the new 
series will again be ‘performed 
by Douglas Fairbanks and Holly- 
wood actor Gordon Oliver. 
For F.C.B. London, Russell B. 
Insley and Godfrey Howard will 
again supervise al] agency opera- 
tions. They begin shooting the 
commercials at British National 
Studios, Elstree, on Monday. 
These British-made TV com- 
mercials for Rheingold have been 
praised by U.S.A. TV critics. 


Last weck’s “Telepulse” gave a 


size-of-audience _ratin which 
shows that “The Rheingold 
Theatre” is scoring a record 


audience figure for any late even- 
ing TV drama show on New 
York TV channels. 


They will buy 
bicycles next year 


Two more commodity reports 
have been issued by the Daily 
Herald. This brings the total of 
reports in the new series to 
eight. 

The seventh report deals with 
bicycles and bicycle accessories. 
It reports that 4 per cent of the 
population plan to buy bicycles 
during the next 12 months, and 
of these 67 per cent intend to 
= the cycles for their children. 

he eighth report deals with 
razor blades. 


Bread upon the 


(local) waters 


Too few bakers realise that 
advertisements in the local press 
and on local cinema screens 
often increased sales, Alfred 
Bostock, a former president of 
the National Association of 
Master Bakers, Confectioners and 
Caterers, told members of the 
Institute of British Bakers in 
Manchester last week. He sug- 


gested discussion on this subject. 
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This triple showcard for next year's Sewing Week has been designed for 
use in stores and wo in contrasting black and white to avoid competing 


with the usual profusion of colourful fabrics and haberdashery goods. 


Screen printers in provinces have 
nothing to fear from London 


Screen printers in the pro- 
vinces have no need to worry 
about competition from London 
firms, said Winstan Gordon, 
past-president of the Display 
Producers’ and Screen Printers’ 
Association, at the annual meet- 
ing of the Association's Midlands 
branch. 

Commenting on the develop- 
ment of commercial advertising 
he pointed out that over 40 per 
cent of orders were placed out- 
side London. 


Clever stuff 


Referring to the recent silk 
screen exhibition in London, he 
said he thought it had not been 
representative of the progress 
made by the industry in the 
post-war period. 

“We saw a lot of clever stuff 
by a lot of clever boys at a lot 
of clever prices,” he declared. 

But FP. J. Clements, the presi- 
dent-elect of the Association, 
thought the exhibition had ex 
ceeded “their widest expecta 
tions.” It was a milestone in 
the history of screen printing, he 
added. He was sorry, however, 
that there were not more people 
present from the Midlands. 


More scope for 
‘small men’ 


Suggestions that next year's 
Screen Printing Exhibition 


‘should provide more scope for 


the small membe-s of the Dis- 
play Producers’ and Screen 
Printers’ Association and that all 
entries should) be anonymous, 
wee made at a Brains Trust 
organised by the Association in 
London last week. 

H, Ashford Down, the presi- 
dent, was in the chair, and the 
pang! consisted of C, FP. Bush, 
Pxpedite Publicity Ltd, E. A 
Cioodey, International Screen 
Printer’ and Display Producer, 
AY WwW 4 Lindsell-Stewart, 
immediate — past-president, —P. 
Myiton-Davies, technical jour 
valist. Ro Oley, council member. 


and A, J. Symes, editor of Dis- 
play Design and Presentation. 
A questioner asked, “Can the 
panel forecast the future develop- 
ment of screen printing?” One 
member foresaw the “marriage” 
of screen printing with litho, 
but it was generally stated that 
screen printing had a charm of 
its own and its future develop- 
ment as a graphic art would 
depend on the ability of mem- 
bers to develop the particular 
techniques associated with screen 
printing. One question discussed 
was the acute shortage of artists 
who design for screen printing 


—and a chance 


of TV orders 


Speaking at the Northern 
branch of the Association, John 
Newton, managing director of 
John Newton (Publicity) Ltd. 
(Manchester) said that in the long 
run the introduction of com- 
mercial TV might benefit screen 
printers. 

He said: “Firms with spot 
announcements on TV will have 
to tell the public that they are 
advertising at such and such a 
time if they are to gain full bene- 
fits. They will not use the ad- 
vertisement columns of news- 
papers for this. The answer is 
point of sale advertising and that 
is where screen printers come in.” 


DecemBer 10, 1953 


‘Woman’s Own’ celebrates 
its ‘most successful year’ 
In 1953 “Woman’s Own” carried a total of 1,074 advertise- 


ment pages against a total of 349 in 1946. Colour advertise- 
ment pages number 293 against 69 in 1946. 


These facts are illustrated in 
graphs included in a_ brochure 
about Woman's Own which 
Stuart Mander, advertisement 
director, George Newnes Ltd., 
has issued to leading advertisers 
and to agents to mark “the most 
successful year in its history.” 

The Christmas number of 
Woman's Own, published to-day 
(Thursday), is another 68-page 
issue. Seventy-five advertisers 
are represented in its 284 ad- 
vertisement pages, including eight 
pages in full colour. 

rhe brochure, entitled 
Woman's Own—a Major Factor 
in Marketing to Women, has 28 
pages in full colour. 

Covers are stout board printed 
in grey, maroon, black and 
white, with a small motif con- 
sisting of the initials of the 
periodical. Body text is printed 
on heavy art paper and consists 
of five main sections, each of 
which is thumb indexed and 
distinguished by its own particu- 
lar pastel shade. 

An outline map of Great 
Britain reversed on a_ grey 
background with coloured tabs 
shows the 
relationship 
between the 
circulation 
and _reader- 
ship of 
Woman's 
Own and the 
adult popu- 
lation of 
women in 
Britain. 

In the sec- 
tion devoted 
to colour a 
dummy ad- 
vertisement 
has been created in order to 
demonstrate how a full colour 
page in Woman's Own ties in 
with and increases the value of 
other advertising. 

Each of the main markets 
reached by Woman's Own is 
dealt with. A short commentary 
describes the way in which the 
editorial of Woman's Own stimu- 


Stuart Mander 


WOMAN'S OWN 


A MAJOR FACTOR 
IN MARKETING 
1O WOMEN 


lates buying among women in 
these markets, together with a 
display of the names of leading 
advertisers in each market cate- 
gory who use Woman's Own. 
Readership figures have been 
taken from the Hulton Survey. 
On the inside back cover is a 
facsimile hand written message 
from Stuart Mander advising ad- 
vertisers to book well ahead in 
view of the record bookings 
already made for Woman's Own 
in 1954. 


Child art show 
in Dublin 


There were 3,000 entries for 
the International Child Art 
exhibition sponsored by Radio 
Review, the national Irish radio 
newspaper, in Dublin. 

Thirty-three countries had 
pictures in the exhibition which 
was opened by the Minister of 
Education, Sean Moylan. J. J. 
O'Leary, chairman of Radio 
Review, presided at the opening 
ceremony, and J. J. McCann, 
managing director of Radio 
Review, proposed the vote of 
thanks to the Minister. 

The exhibition is claimed to 
have been the biggest of its kind 
ever organised in Europe. 


Advertising circles in Glasgow were well represented at the Drapers’ Ball held in the Central Hotel, Glasgow. This 

picture taken near the “Drapers’ Record’ tables shows: (Left to right) Alan Steven (Outram Press), Ellis D. Lloyd 

(Ellis Lloyd (Advertising) Lid), John Barr (The Bulletin’), Andrew Milne ('Drapers’ Record’), Mrs. M. 
Gowan ("Drapers’ Record’), Fred Dench (‘Scottish Daily Express’). 
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Club News 


London 


MARKETING 
PROSPECTS 
IN CANADA 


In a talk on Canada to the Pub- 
licity Club of London on Monday, 
Beverley Baxter, M.P., said that he 
believed that the big Canadian 
magazines were the best medium 
for British exporters to the 
Dominion. The size of the country 
made a national press impossible, 
and though much was to be said 
for the local papers their revenue 
did not permit them to become 
world newspapers. 

Owing to the amount of newsprint 
available, there was much more 
display in Canadian advertising than 
in British, but he did not think that, 
as regards presentation, British ad- 
vertisers had much to learn from 
Canadian. 

Mr. Baxter, who is a Canadian, 
deplored the fact that the tremen- 
dous resources of Canada were 


} CLUB EXHIBITION 


The Advertising Club of? 
Oxford is to hold an exhibition 
of members’ work at 
of next March. q 

The exhibition will show the 4 
part played by advertising in the 
commercial development of 
Oxford. Several major concerns | 
in the city will have stands por- 
traying the part played by ad- 
vertising in relation to their 
own business, in addition to 
exhibits which will be staged by 
- general members of the ? 
club. 
t The exhibition, which will, 
mark the 30th anniversary of the { 
club, is intended also to include 
a special section for the display 
} of members’ personal hobbies. 


POCO 


being developed by American rather 
than British capital. The Ameri- 
cans, he said, would give priority 
to the Canadian market even over 
their own. Replacements could be 
sent in overnight; there was a 
similarity of market, of tempo, of 
advertising. Against this, it was 
very hard for the British to compete. 
Nevertheless, in London, Ontario, 
the smartest shoe shop was British 
owned and made a real attempt to 
meet the new tempo. 

Asked about sponsored radio, Mr. 
Baxter said that some of it was 
quite dignified but a lot was revolt- 
ing, many of the speakers in the 
commercials having what he called 
a “dehydrated masculine voice.” 

He characterised the attempt to 
introduce commercial television in 
this country as a blunder on the 
part of the Government, and added: 
“If there is a free vote—and there 
should be—I am going to vote 
against my own Government.” 

Mr. Baxter was chairman of the 
Publicity Club of London 1934-35. 


Berks and Bucks 


Housewife’s voice 


The housewife’s point of view on 
advertisin was given by Lady 
Dyson, Mayoress of Windsor, at a 
meeting of Berks and Bucks 
Publicity Club. 


Glasgow 


Production planning 


Speaking on productivity and in- 
dustry at Glasgow Publicity Club's 
meeting F. de P. Hanika, lecturer 
on industrial administration at the 
Royal Technical College, Glasgow, 
said that production planning and 
control, and work study were 
techniques of proven worth A 
Sheffield firm of toolmakers_ in- 
creased production by 25 per cent 
with the same manpower and equip- 
ment by planning its work, and a 
Luton engineering firm reported 40 
per cent increase obtained through 
production planning and control, 
aided by time study and incentives. 


Nottingham 


Noted guests 


At the annual dinner and dance 
of the Publicity Club of Notting- 
ham, the guests of honour will be 
Alderman Sir Geoffrey Barnett and 
Lady Isobel Barnett. 

Both are equally well known: Sir 
Geoffrey is a member of the 
Leicester City Council and chair- 
man of the publicity committee, and 
prospective Conservative  Parlia- 
mentary candidate for South 
Nottingham. 

Lady Barnett is famous for her 
appearances in “What's My Line?” 


In brief... 


J. H. B. Savage, recently 
appointed British Council area 
officer at Southampton, explained 
the work of the Council to Bourne- 
mouth Publicity Club. There 
was a “full house” of about S00 
at the annual ball of the Advertis- 
ing-Press Club in Dublin. 
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Friday, December 11 


> Liverroo. Pusticrry§ Assocta- 
? TION Christmas luncheon, Guests: 
4 Dobson and Young. Reeces 
+ Restaurant. 
Pusticiry Cis OF SHEFFIELD 
4 luncheon, Alan Whitworth on 
“This advertising business."" Ken- 
wood Hotel, Sharrow. 1 p.m 
4 PUBLICITY Cis or PeTer- 
{ BOROUGH, Debate on publicity for 
4 Peterborough, Arcade Rooms, 
+ Cumbereate. 


Pisticity CiLup or GLascow 
luncheon, Speaker: Wm. Sinclair. 
4 KIRMINGHAM PUBLICITY Assocta- 

TION Christmas dinner, Imperial 

Hotel. 7.30 p.m, 

Monday, December 14 
PRESS ADVERTISEMENT Managers’ 


+ ASSOCIATION Christmas luncheon. 
4 Connaught Rooms. 

4 Postictty CiLop OF SHEFFIELD. 
4 Christmas party. Kenwood Hotel, 


, Sharrow 7.30 p.m 
, Berstor anp® West Pustictry 


, Cis Albert Milhado on “Export 
advertising.”’ Carwardines, 6.30 

7 p m 
4 Posticrry Cin or Leeps (pub- 


lic speaking section) Speaker 
7 Stuart A. Hirst. Peel Restaurant. 
4 Tuesday, December 15 

4 BexkS aND Becks PUBLICITY 


} ADVERTISING DIARY | 
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Bradford Publicity Association's an- 
nual dinner and dance was held at 
the Midland Hotel, Bradford. Left 
to right in this picture are: Mrs. 
N. V. Dibb, N. V. Dibb (managing 
director, Wetherdair Lid., Bradford), 
Mrs. G. H. Howe, Ernest Marriott 
(president), the Lord Mayor of 
Bradford (Cr. A. Crowther), Mrs. 
E. Marriou, the Lady Mayoress 
(Miss A. Crowther), Charles Walls 
(chairman of the Association) and 
Mrs. Walls, G. H. Howe (advertise- 
ment manager, Bradford and 
District Newspaper Co., and a 
founder member of the Association). 


Oxford 


Creative men must 
be good mixers 


Pat Auld, a director of Auld and 
Tilbury, told the Advertising Club 
of Oxford he was not wholly in 
favour cf “giving the creative man 
his head.” It was a great danger 
to go above the head of the public 
in search of a fresh line. There- 
fore, among the qualitics he listed 
as important for a creative man 
was that of being a good mixer. 


Norwich 


ah ‘ 

Iwo years’ progress 

The Publicity Club of Norwich 
and Norfolk, at its annual dinner 
last Friday, was congratulated on 
the progress it has made during its 
two years’ existence by ‘ 3. 
Room, director general, Advertising 
Association. Preposing the toast 
of the Club, he looked forward 
with confidence to the fact that it, 
alone with other advertising clubs, 
would play its part in building up 
public confidence in advertising. 


PSS SSS SOSH OOOOH 


4 
Cius Christmas luncheon. Royal & 
Hotel, Slough, 1 p.m j 

REGENT ADVERTISING Cie 
Audrey Deans on “Functions of 
the trade and technical press.” 
6.30 p.m 

CuRSsITOR 
RE-UNION 
Restaurant. 

Wednesday, December 16 

Firer Sreeer CoLmumMn CLs 
Christmas = luncheon. Connaught , 


STerer 
luncheon, 


CHRISTMAS 
Holborn 


Rooms. 

ADVERTISING CLUB OF OxProRD , 
annual dinner. Creorge 
Restaurant. 

Bast ANGLIAN PUBLICITY (1 UB, , 
B. D. Copland on “Market fe- J 


search.”” Great White Horse totel, 
Ipswich. 7.30 p.m 
S.D.M.A.A, dinner. Revent Club. 
Thursday, December 17 
Beexs and BKicxs Pumicrry ¢ 
Cis Christmas party, White Hart 
Hotel, Reading. & p.m, 

Friday, December 18 ‘ 
Posuicity CLun OF LONDON 
Christmas luncheon, Savoy Hotel. 4 

Pusuicrry CLus or Gisscow § 
Christmas = luncheon, Grosvenor 
Restaurant. 

Posucitry Civm or Terersrer, 
Ladies’ day luncheon, Bell Hotel. 


A ldwych 


Membership drive 


A determined effort is being made 
by the committee to increase the 
membership of the Aldwych Club, 
and a brochure, telling of the 
facilities offered to members, and 
details of the activities of the Club, 
has just been issued. 

The approach is being specially 
directed to a selected list of cxecu- 
tives with offices in the vicinity of 
the Club, and to advertising men 
and 1.S.M.A. members in the pro 
vinces who, for a modest annual 
subscription (one guinea outside $0 
miles radius and three guineas 25 
miles) can have a comfortable pied- 
a-terre where they can meet men 
with interests common to their own 

Negotiations for an extension of 
the lease of the Club premises for 
a further period of years have just 
been completed. 


Aberdeen 


Rules varied 


At an extraordinary — general 
meeting of Aberdeen Publicity Club 
the rules were altered to permit of 
nominations for officers and council 
being made verbally at the annual 
general mecting each year as well as 
in writing, seven days in advance, 
as at present. 

After the mecting the films “The 
Photographer" and “Getting there 
is Half the Fun” were screened. 


Getling ready 
for summer 


Bridlington is to spend 25 per 
cent more on press advertising next 
season, Space to the value of 
£1,500 has been taken in six 
national daily, six national Sunday 
newspapers and three national 
periodicals for a campaign which 
will run from January unul the end 
of May. 

Twenty-five thousand copies of 
the new 1954 &4-page holiday 
guide will be distributed and 30,000 
copies of a 4page folder will be 
sent to coach operators, factory 
welfare officers and travel agents 
One thousand two hundred and fifty 
copies of a full colour poster have 
been printed for window and interior 
display. 

feo special weeks are being set 
aside for Old People’s Holidays 
when Bridlington hotel and board 
ing houses are reducing their terms. 

Gee Advertising Ltd. (Leeds) are 
the agents. 


a] 

Gable end appeal 

An appeal by the Rochdale Bill- 
posting Company against the refusal 
of Rochdale Corporation to grant 
permission to display an advertise 
ment board on the gable end of 
No. 3 Julia Street. Rochdale, was 
the subject of a Ministry of Hous 
ing and Local Government inquiry 
at Rochdale. 
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Spottiswoode 
director 
is retiring 

L. W. Tayler, who has been a 
member of the board of Spottis- 
woode, Dixon & Hunting Ltd. since 
1935, is retiring at the end of this 
year, 

Mr. Tayler joined S. H. Benson 
Ltd. in 1920 and took over the print 
buying department of Spottiswoodes 
in 1996, In 1932 he organised the 
radio department, and from 1934 to 
1939 sat on the radio sub-com- 
mittee of the L.1.P.A. and assisted 
in the drafting of the Institute's 
submissions to the Bioadcasting 
Committee on the Case for Com- 
mercial Broadcasting. 

During the last war he was ap- 
pointed to assist Lord Iliffe’s Com- 
mittee for the Duke of Gloucester's 
Red Cross and St. John War 
Organisation Fund. 

At a lunch given in his honour 
at the Savoy last week tributes were 
maid to him on his long and faith- 
ul service by Norman Moore 
(chairman) and R. A. Bevan (man- 
aging director) of S. H. Benson 
Lid., and Mr. Tayler’s colleagues 
on the board of Spottiswoode, 
Dixon & Hunting Ltd. 

* * * 

W. T. Gilbert has been appointed 
to the board of G. Street & Co., 
Ltd. For some years he has been 
an executive director. He joined 
Street's in 1920 and, as an account 
executive, specialises in financial 
advertising. 


Intam changes in 
South Africa 


Norman Bower, managing direc- 
tor of Intam South Africa (Pty.) 
Ltd., since its inception in 1948, 
has been appointed vice-chairman 
of the company as from January |. 
( § ly, who has been_ joint 
managing director with Mr. Bower 
since August of this year, will be- 
come sole managing director. 

* _ * 

Bute Hewes, features editor of 
British United Press, has joined the 
press and public relations depart- 
ment of Napper, Stinton, Woolley 
Ltd. He has specialised on indus- 
trial and economic subjects and will 
develop this aspect of the agency's 
P.R. activities. 


R. A. Bishop 


Archie Campbell 
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o the a to Mr. Tayler on his retirement: (Left to right) Norman Moore (chairman, S. H. Benson Ltd.), 


W. Tayler, R. G. Hervey (chairman, Spottiswoode, Dixon & Hunting Ltd.), 
S. H. Benson Ltd.), R. O. Morris (managing director, Spottiswoode, Dixon & Hunting Lid.), A. 


ley M. Ponton and J. C nm Hunting (directors, Spottiswoode, Dixon & Hunting Ltd.). 


[News About 


= 


R. A. Bishop has been appointed 
veneral publicity manager fer the 
ritish Motor Corporation to co- 
ordinate and control all the 
publicity and advertising activities 
of the Corporation at home and 
overseas. The B.M.C. was formed 
in 1951 when the Austin and Nuf- 
field companies were merged into 
the largest motor producing com- 
bine outside the U.S.A. and the 
fourth largest in the world. For 
the past six years Mr. Bishop has 
held a similar position with the 
Nuffield Organisation and earlier 
this year was appointed general 
manager of the Nuffield Press Ltd., 
a position which he also retains. 
* * * 

Arthur London, studio manager, 
and R. E. ummer, account 
executive, of Walter Pearce & Co., 
Lid., the Bristol agency, have joined 
the board. 

(See Mainly Personal page 596) 

* * * 

The National Mayazine Co., 
Lid., publishers of Good House- 
keeping, Harper's Bazaar, Vanity 
Fair, The Connoisseur and the 
series of Good Housekeeping books 
and booklets, have appointed Peter 
Kneebone as television consultant 
to the company. He was formerly 
a television producer with the 
B.B.C. and also acts as television 
adviser to the Conservative Central 
Office. 


| 3 of Independent 
Cinemas in the Country 


Bute Hewes 


‘ Esquire’ name their 
British ad chief 


Col. Archie Campbell has been 
appointed advertisement director for 
the British edition of Esquire, the 
magazine for men, which is to 
launched here in the spring. He 
will take up the appointment on 
January 1. Since leaving the army 
in 1948 Col. Campbell has been on 
the advertisement staffs of Condé 
Nast and The Economist. Assist- 
ant advertisement director — will 
be Malcolm C. B. Stilwell who has 
been with Circle Publications Ltd. 
since 1946 and is at present adver- 
tisement manager of Knitwear and 
Stockings. 


New ad manager 
for Harella 


Joan Taylor has been appointed 
advertising and publicity manager 
of Harella. Miss Taylor started her 
career in 1947 in the advertisement 
department of Provincial News- 
os, From there she went to 
Saward Baker and Co., Ltd., as 
assistant media manager. Later 
she went to Scott-Turner and Asso- 
ciates Ltd. as a P.R. executive and 
more recently she has been with 
Armstrong-Warden Ltd. as a copy- 
writer 


Alan Peake 


R. A. director, 


Bevan (managin 


Presentation by the president, Lord 
mmham (right), of a George Ill 
silver coffee pot to Michael North, 
producer of the “Old Ben’’ Concert 
at the London Coliseum. ‘Daily 
Mirror” photograph. 


* * * 


S. R. Seear joins Rooster Pub- 
licity Ltd. as senior executive to re- 
organise and develop a merchandis- 
ing and research division in_ the 
agency. After 10 years’ experience 
as sales manager with a cereal food 
firm, Mr. Seear has, as agency 
account executive, worked in mer- 
chandising and advertising for many 
national brands in grocery, confec- 
tionery, cosmetics, soap and per- 
fumery markets. The new depart- 
ment will be based in London but 
activities will extend also to the 
Peterborough and Newcastle offices. 


* * * 


In order both to strengthen 
liaison with existing clients and to 
develop new business in the north 
of England, the D. Brook-Hart 
Company, of 48 Dover Street, 
London, W.1, has opened a Man- 
chester office. ; 

The work of the company will, 
of course, continue to be directed 
from the head offices in London. 
In charge of the new Manchester 
office is Alan Peake, who has been 
appointed northern executive. He 
started his career as a_ research 
chemist, became assistant works 
manager and then entered jour- 
nalism. During three years as a 
staff reporter, he found his flair on 
the industrial side. | From report- 
ing, he was appointed assistant 
editor of Textile Weekly. In 1950, 
he became P.R.O. to a large in- 
dustrial group in Manchester. 


@ More News About People page 60! 
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The Sunday Pictorial, with an average net 
sale of 5,262,856 (Jan.—June 1953) goes into 
every third home in Great Britain. It is read by 
every adult member of the family during 
Sunday’s hours of leisure. It is read at breakfast, 
during the morning, after lunch and in the 
evening. Advertisements are seen again and 
again on the best advertising day of the week. 
wor k er i a In an age of rising prices the Sunday Pictorial 
scores where cost of space is concerned, too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than that 


of any other Sunday national newspaper. 


reads the Sunday Pictorial every week 
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‘Chair of advertising would help 


fight academic ignorance’ 


ISBA PRESIDENT SAYS PLAN WOULD 
TRAIN LEADERS, INFLUENCE OPINION 


DVOCATES of a university Chair of Advertising found 
a staunch supporter in Eliot Warburton, president of the 


Incorporated Society 


of British Advertisers, 


when he 


addressed the Lancashire section of the Society in Manchester 


last Thursday. 

“Considerable = progress — has 
been made in the past twenty 
years in education for advertis 
ing,” he said. 

“The neophyte in advertising 
is no longer venturing into un- 
charted seas; he or she can get 
very complete guidance = in 
studies and training. But it 
seems to me high time that one 
of our universities set up a 
Chair of Advertising; there are, 
I belicve, two or three of these 
at American universities. 

“Not only would this inclu- 
sion of training for advertising 
at a university be a valuable 
preparation for some of our 
future leaders in advertising, but 
it would have a useful influence 
on the general faculty and 
student body at the university: 
that is, it would educate them 
as to what advertising is and 
ought to be and pierce the gloom 
of their present ignorance on this 
subject with some rays of light 


Stupid and dangerous 


“The discussion of competitive 
television has once more shown 
us that for many people, who 
have never outgrown the limita 
tions of the academic world in 
which they were first exposed 
to learning, the word ‘advertis 
ing’ is positively obscene and is 
suflicient to condemn almost 
anything. 

‘This is not only stupid, but it 
is a very dangerous attitude in 
this modern world in which we 
SO million people in these small 
islands have to seek a living, in 
competition with a large number 
of nations who have no doubt 
whatsoever that it is a creditable 
thing to sell one’s own wares 
and to be proud of the wares 
and of the selline 

“We like to think that our 
standard of living is well above 
that of the average in- this 
world. If we are to keep it so 
and to fulfil our justifiable 
ambition to improve the stan 
dard, we had certainly better 
direct the attention of our best 
brains to salesmanship — and 
especially to that form of mass 


salesmanship known as advertis- 
ing.” 
Mr. Warburton 


emphasised 
that the LS.B.A 


was always glad 
to make common cause with 
other advertising organisations 
to raise the standards and the 
efficiency of advertising and to 
persuade the general public that 
advertising deserved well of the 
people and was not something 
to be treated with distrust and 
spite. 


EXHIBITION OF 
HUMOROUS ART 


Over 100 British and American 
artists, many of whom are well 
known for their work in adver- 
tisements, are represented in an 
exhibition of humorous art spon- 
sored by Punch at the Tea 
Centre, Lower Regent Street, 
London. It is in aid of the 
Soldiers’, Sailors’ and Airmen’s 
Families Association. 

Opened by Sir Cicrald Kelly, 
president of the Royal Academy, 
the exhibition will continue until 
December 31. The admission 
price is one shilling. 

The British publications repre- 
sented include the Daily Express, 
Evening News, Lilliput, London 
Opinion, Men Only, The Obser 
ver, Punch, Reveille, Sunday 
Chronicle, © Sunday Dispatch, 
Sunday Express and The Tatler 
Cartoons from leading American 
humour magazines are also on 
show 


Giving good | 


value 


Although the 1.S.B.A. has 
found it necessary recently to4 
increase its subscription rates, 4 
“the overwhelming majority 4 
of members have decided they] 
are getting good value for4 
their money,” said Mr. War-§ 
burton. ) 

In terms of cash, the sub- 
scription is fixed by member 
firms on the basis of their] 
total advertising expenditure 
for the preceding year. Uy 
to £3,000 for the year, the 
subscription is six guineas.4 
Above that, there are five 
vrades, which work out atl 
from about 4 per cent of 
advertising expenditure down- 
wards to less than 1 per cent. 

“Not very onerous,” Mr. 
Warburton continued. “In 
return for this subscription, 
and for a modicum of co-§ 
operation when opportunity 
offers, the Society carries on4q 
for its members three kinds 
of activities: (1) General 
representation of the interests 4 
of advertisers, (2) Working 
up specific improvements in} 
conditions for advertisers, 
and (3) Giving individual ser- 
vice to members.” { 
Pee? 


Downtons open 
press department 


Downtons Ltd. 
press and public 
in Temple Bar House, where this 
agency now occupies five floors 

In charge of it is Jerry Ames, 
who befere the war was a senior 
public relations executive with 
Scientific Publicity Ltd. 

(See Mainly Personal, page 596.) 


have opened a 
relations division 


Popper & Co., Ltd., designed this Christmas pack for D. & W. Gibbs Ltd. 


It holds four tablets of Astral or Embassy soap. 


The pack is a completely 


folding one and is delivered to retailers flat 
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BLUECOL 


Now appearing in garages through- 

out the country is this Rotair, de- 

signed by the Miles Griffin Co., 

Ltd., to advertise Smith's Bluecol. 

As the skating girl pours Bluecol 

into the car, frost jumps out of the 
radiator. 


Scandinavian ad 
costs probe 


The Scandinavian Sales and 
Advertising Association has 
decided to sponsor research into 
the distributive side of Scandi- 
navian commerce and industry 
The structure and costs of ad 
vertising four Scandinavian in- 
dustries will be investigated and 
related to general distribution 
costs. 

This was decided at a recent 
meeting of the Association's 
executive in Stockholm. 

Strong support for commercial 
radio =—_ and television was 
expressed 

Erik Elinder, managing direc- 
tor of Wilh. Anderssons Annons- 
byra A.B. was elected secretary 
general of the Association. 

The eighth Scandinavian Ad- 
vertising Congress will be held 
in Sweden in 1956, when the 
Association’s 2Sth anniversary 
celebration will be held. 


Film shows red tape 
around export 


A film on the innumerable for- 
malities encountered by ex- 
porters was shown to business 
executives from 26 countries 
attending the recent 80th session 
of the Council of the Inter- 
national Chamber of Commerce. 
A number of French Govern- 
ment officials and representatives 
of the Diplomatic Corps were 
also present. 

The film, entitled “Get Off the 
Hose,’ was prepared by Imperial 
Chemical Industries Ltd The 
main part is played by Gilbert 
Harding. and the script is by 
Harold Purcell. 


A.B.C. Figures 
Jan. to June 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,321 


Copies 
Weekly 


london Representative 
69 Fleet Street, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


W. H. WALMSLEY 


Tel. Central 9353 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester 4 Tel Blackfriars 6987 
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The Canadian buyer's daily reference 


CABMA REGISTER 1954 


OF BRITISH PRODUCTS 


Before publication of the first edition of the CABMA 
REGISTER (Canadian Association of British Manufacturers 
& Agencies), many opportunities were lost of selling 
British goods to Canada. Now, Canadian buyers have the 
details at their fingertips:—lists of Britain’s products 
available for export ; manufacturers’ names and addresses 
and their distribution arrangements in Canada. 

In the 1954 CABMA REGISTER, now in active preparation, 
displayed advertisements, at the request of Canadian users, 
will be placed in the MANUFACTURERS & DISTRIBUTORS 
Section, providing an iavaluable supplement to the editorial 
entries. Reference sections listing proprietary names and 
trade marks, plus a French-Canadian glossary, will also be 
included. Six thousand copies will be distributed, ensuring 
that they are seen by important Canadian buyers likely to 
be interested in British goods. 


Compilation and distribution has been planned in close 


Publication planned for mid-1954 
—Book your display space \OW 


ILIFFE & SONS LIMITED 
DORSET HOUSE, STAMFORD ST., LONDON S.E.1. WATERLOO 3333 
KELLY’S DIRECTORIES LTD 
186 STRAND, LONDON W.C2. TEMPLE BAR 3464 


AND 


CANADIAN DISTRIBUTORS 


collaboration with the Canadian Association of British 
Manufacturers & Agencies, in conjunction with the Dollar 
Exports Council, the Dollar Sterling Trade Council, the 
Federation of British Industries and the Association of 
British Chambers of Commerce. Space in this invaluable 
medium is available to British manufacturers and exporters 
with existing distribution in Canada, and to firms offering 
services to the Dominion. Contact the Advertisement 
Director, lliffe & Sons Limited, for a descriptive folder. 


‘ABMA REG 
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Bedding manufacturers drop national ad 
plan when agency quotes £100,000 a year 


‘EDITORIAL CAMPAIGN’—FOR £20,000— 
WOULD MEAN ‘TAKING A CHANCE’ 


BEDDING MANUFACTURERS HAVE ABANDONED A 
PROPOSED NATIONAL ADVERTISING SCHEME AFTER 
BEING TOLD BY AN ADVERTISING AGENCY THAT THE 
MINIMUM EXPENDITURE NEEDED WOULD BE £100,000 A 


YEAR. 


Direct mail 


When the client 
should make 
his own list 


The choice of the right mailing 
list is the most important single 
factor in direct mail advertising, 
it was aflirmed by a_ British 
Direct Mail Advertising Associ- 
ation panel at a tea-time brains 
trust last week. 

One member, R. E. Williams 
(publicity manager of Punch) said 
it depended to some extent on 
the nature of the mailing. Ob- 
viously not the same degree of 
care was needed if one were 
sending a free offer to every 
household, as would be necessary 
if there were only, say, 700 
potential buyers in the country. 

The value of “bespoke lists” 
as compared with ready-made 
ones was described by S. Roth- 


The Newsprint Association of 
Canada states that there is a 
prospect of a balanced supply 
and demand situation for 1954 
based on the present estimates 
of world newsprint requirements 
and productive capacity. 


stone (sales promotion manager, 
Iliffe & Sons Ltd.) as a ticklish 
question. If technical products 
were involved, a_ direct mail 
agency could not guarantee to 
have every prospect on its lists, 
and it would pay the client to 
make his own list. 

Mr. Williams said that if the 
mailings were not very frequent 
the cost of building one’s own 
list might prove too heavy. Care 
must be taken if lists were made 
from a number of directories, 
as these tended to duplicate 
themselves to some extent, and 
nothing infuriated people more 
than getting four or five mailings. 

Robb Holland (sales director, 
Simmonds Postal Publicity Ltd.) 
said he was against the practice 
of addressing managing directors 
by name. If one addressed the 
office rather than the man and 
a new managing director had 
been appointed, it would still get 
to him. 

The fourth member of the 
panel was Ronald Peacham 
(director, Barker, Peacham Ltd.), 
who presided. 


THEY HAD INTENDED TO SPEND SOME £20,000. 


A publicity drive has been 
under discussion for many 
ve by the National Federa- 

tion of Bedding and Allied 
Trades. Recently their publicity 
sub-committee took the first con- 
crete step by meeting an adver- 
tising agency. 

They reported to their national 
executive that they were told that 
to spend a sum like £20,000 on 
a national campaign would be “a 
complete gamble and no tangible 
results could be promised.” 

The agents had said that they 
did not want to turn down the 
business but to advise the 
Federation diflerently would be 
dishonest. 

Ihe £20,000, they suggested, 
might be spent on an editorial 
campaign, mainly directed to 
women’s magazines—but even 
this would “mean taking a 
chance with members’ money 
because there would be no 
guarantee of space,” although it 
would help to pave the way for 
a national advertising campaign 
in the future. 


1,000 guineas scheme 


At this point the committee 
told the agents that their Federa- 
tion would not be at all interested 
in any editorial scheme——it was 
an advertising campaign that 
they wanted. 

Next the committee asked 
what the agents’ fee would be 
if they were commissioned to 
prepare a scheme? 

The agents replied that they 
would want a minimum of 1,000 
guineas. If this seemed high the 
Federation should remember that 
the greater part of the work of 
the first year or two would be 
carried out in producing the 
scheme. Of course, if the scheme 
were accepted there would be a 
rebate. 

Following the report of the 
publicity committee the Federa- 
tion’s executive decided to 
abandon the whole scheme. They 
have given their members two 
reasons: The general lack of 
support by the members, and the 
minimum recommended figure 
of £100,000 a year. 


More cuttings 


The Industrial Welfare Society 
collected SO per cent more press 
cuttings this year than during 
1951-52. The Society’s annual re- 
port states that there were more 
requests for specialist articles from 
technical and trade magazines than 
ever before. | Newspaper publicity 
continued to increase. 


Tr: 
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Ernest Pearl (chairman, Pearl & Dean Ltd.) between R. W. Dean (left) 
and C. Pearl (joint managing directors). 


Pearl and Dean’s new premises : 


Official opening on Tuesday 


Next Tuesday the premises 
of Pearl & Dean Ltd., the 
advertising film company. 
will be officially opened. 


Formed early this year, this 
concern is proving an exception- 
ally lusty and thriving infant, 
occupying the whole of the eight- 
floor building at 33 Dover Street 
and overflowing into part of a 
building in Berkeley Street. 

Under the experienced control 
of E. Pearl, chairman, and C. 
Pearl and R. W. Dean, joint 
managing directors, the firm now 
distributes advertising films to 
more than 3,000 cinemas, in ad- 
dition to its exclusive showing 
in the approximately 400 cinemas 
of the A.B.C. circuit. 


It makes and distributes two- 
minute films, one-minute films 
(which it introduced) and 15- 
second filmlets, and its new 
premises are admirably equipped 


for this purpose, even to the 
possession of a private theatre 
capable of showing 3-D films 

The top floor is given over to 
the art department. Below that 
is local filmlet distribution and 
the accounting section. The third 
floor houses film distribution 
and contracts departments, and 
the second sales promotion. The 
offices of top directors are also 
on these two floors. The pro- 
duction executive department 
story planning, script writing, 
animation and casting—are on 
the first floor, from which a 
passage leads to the Berkeley 
Street offices, where are located 
the statistics and the cinema 
liaison departments. 

The attractive new 34-seat 
private cinema with its foyer 
and bar is in the basement, and 
below that, in the sub-basement, 
are the studio and_ cutting, 
editing, negative, and dispatch 
rooms. 


In the basement is an attractive 34-seat private cinema. 
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designers for selling 


_| 


i 
TS SEs; 


THE ASTRAL ARTS GROUP are widening their resources for producing 
Creative Sales Promotion, and wish to meet those Artists and Designers well 
known, or noi so well known, who feel that they have something outstanding 
to offer in the design, technique and planning of Catalogues, Leaflets, 
Publications, Posters, Point of Sale Material, Exhibitions and Dealer Aids. 
We wish to contact Designers who can design for selling, Artists who can catch 
and hold the casual glance, Lettering Artists who can make lettering talk, 
Visualisers with ideas in the modern style. If you feel that you have the 
answer, write to our Art Director 


CREATIVE SALES PROMOTION 


ASTRAL ARTS GROUP LIMITED 


MERCURY DISPLAYS - ANVIL PRESS - ATLAS PHOTOGRAPHY - ART PLASTICS STUDIOS 
171 NEW BOND STREET LONDON WI GROSVENOR 8711 (ten lines) 
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COMMENT 


NO ADS—NO TRADE 


New York without newspapers 
is providing a striking illustra- 
tion of the overwhelming im- 
portance of advertising to 
trade. 

And perhaps even more signifi- 
cant are the indications that 
other media cannot fill the gap 
when a section of the press is 
not available. 

Newell Rogers, in the “Daily 
Express,” says: “Ihe strike 
which has closed all seven of 
New York's newspapers has 
proved one thing: TV and 
radio advertisements do not 
take the place of newspapers 
in selling retail goods. 


Rush for ad time 


“When the strike began giant 
department stores and the 
smart Fifth-avenue shops 
rushed to buy time on com- 
mercial radio and TV stations. 

“Yet right in the Christmas 
shopping season there are 
fewer patrons than usual in 
such stores as Macys and 
Gimbels.” 

“The Times” correspondent as- 
serts: “Radio and _ television 
efforts, though valiant, have 
fallen short of satisfying the 
public’s hunger for news and 
have not yet, if they can do 
it at all, been able to assume 
anything like the amount of 
advertising ordinarily carried 
by newspapers. This deficiency 
of advertising, occurring at a 
time when Christmas shopping 
should be in full flood, is 
already having a serious effect 
on trade.” 


The gap remains 


One of the leading Ameri- 
can retail trade newspapers, 
“Women’s Wear Daily,” has 
reported “Traffic in stores all 
over the town dropped con- 
siderably. Most retailers ad- 
mitted that unless the strike 
ended they would be in real 
trouble. Radio and television 
advertisements evidently had 
not filled the gap created by 
the newspaper shut-downs.” 

Reliable sources estimate that 
clothing losses on Christmas 
trade may run from five to 
22 per cent. 

The experience across the Atlan- 
tic shows not merely that TV 
and radio cannot replace press 
advertising, but that all media 
have their individual places in 
the effective sales scheme. 
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This week's GUEST COLUMNIST takes from his files a letter 
which was actually sent to an “awkward client 


If we don’t build your business 
we can't build our own... 


EAR Mr. Client, 

I acknowledge and accept 
your letter criticising your 
current advertising, not as a 
statement of your opinion, but 
as an expression of doubt, for 
if I took it completely literally, 
the course to take would be 
to resign your account. I have 
no intention of doing this, but 
in reply am going to ask for 
some of your time seriously 
to consider the whole question 
of advertising. 

Firstly, | would like you to 
think about advertising in the 
broadest 
sense Be- 
cause we ad- 
vertising 
agents do 
not have vis- 
ible, con- 
crete = mer- 
chandise, but 
trade in 
brains and 
ideas, you 
cannot easily 
accept the 
fact that we 
are solid 
business 

Why do you think we do not 
take the easy course and give you 
what you want? Why do we 
not make you happy by copying 
what someone else is doing? 
The answer is simple. We have 
a stake in the business of each 
of our clients. New clients come 
to us because of the work we 
do for existimg clients. We must 
be associated with success. If 
we do not build your business, 
we cannot build our own 

There is, regrettably, a feeling 
that all advertising agents have 
to do is write words and com- 
bine them with an artist's work 
to produce an advertisement and 
draw a commission. As a con- 
sequence, whilst verbally admit- 
ting they are not experts, many 
advertisers proceed to match their 
judgment against the advertis- 
ing agents. 

Unfortunately, advertising 
agents are subjected to a far 
greater ordeal than the enticism 


of “The Boss.” A secretary is 
called in on the grounds that 
she is a woman. A salesman, 


by 
F. A. NICHOLSON 


managing director, 
Legget Nicholson and 
Partners Ltd. 


a production man, an office boy, 
a wife, an aunt, a friend and 
even casual acquaintances are 
asked for opinions——and each of 
those opinions is considered of 
equal or greater value than that 
of the advertising agent. Could 
anything be more ridiculous? 

I have spent the whole of my 
business life in advertising —16 
years of it working on accounts 
similar to yours. Unless | am 
just a lucky moron, | think I 
have given some indication that 
I know something about adver- 
lising 

I only tell you this in an 
endeavour to indicate that my 
opinion and judgment and the 
opinions and judgment of my 
colleagues and staff should be 
somewhat more valuable to you 
than that of your staff 


There is an opinion finding 


expression to-day in your trade 
that women respond only to 
sledge-hammer blows between 
the eyes. We do not subscribe 
to it. We think an advertisement 
showing merchandise in an 
attractive manner, in a clean, 
crisp layout, will dominate in 
strict reverse proportion to the 
extent of the heavy hand of 
other advertisers. 

I should not have said there 
is an opinion behind the mass 
of heavy-handed advertising 
appearing to-day, for, frankly, 
there isn't. This phase has come 
about because so many people 
watch the “other man” and copy 
him as fast as they can and as 
near as they dare. You do not 
have to copy if only you will 
have faith in the experis. 

I am now asking you to let 
the current scheme run its course 
for two seasons and then if you 
are unhappy—and I mean you, 
personally—-we will accept in 
structions and do anything and 
everything you or the members 
of your organisation demand 
or resign the account. 

Yours sincerely, 
F. A. Nicholson. 


To-morrows TOPIC. 


® Extensive publicity for a 


wide range of low-calorie 
foods will begin in the 
spring. Formerly slanted to 
diabetics, new-style adver- 
tisements will stress the ad- 
vantages to slimmers of “no 
sugar” products. 
Delighted with the sales re- 
sults which have followed 
press stories of more favour- 
ably priced birds this Christ- 
mas, the poultry trade will 
consider an editorial pub- 
licity campaign for next 
year. 
® Publishers will soon be 
pressed to give some 
measure of credit for re- 


turns. Newsagents are being 
asked by their Federation to 
supply details about unsold 


newspapers and magazines. 
The information will be used 
to strengthen the Federa- 
tion’s hand when the pub- 
lishers are approached. 


® More synthetic fabrics will 
get heavy publicity backing 
in the spring. 

® New packaging development 
is a fertiliser-impregnated 
bag for speeding-up the 
growing time of stored seeds 
and roots. 

® Big developments in the fish 
retail business are planned 
for next year. There will be 
improved packaging and dis- 
play—in addition to more 
extensive advertising by the 
bigger concerns. 


ROUND TABLE 


has the oma 
rship 


Fashion readers 
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| ~~~ Sell the man at the top! 


He represents the 
world’s richest market 


Reach him in over 100 countries through 
the International Editions of TIME 


Once a week, four international editions of TIME 
MAGAZINE circulate outside the U.S.A. Printed in English, they 
are read by more than 1,700,000 important people in over 100 
countries. Nine out of every ten TIME subscribers are in 
business, government and the professions. These people have 
higher-than-average incomes, their standards of living demand 
the best of the world’s products. Moreover, a large proportion 
of them are in influential positions, controlling the purchasing 
power of companies or the trade policies of nations. With 
their families and friends, TIME readers constitute the world’s 
richest market for goods and services of all kinds. 


You can buy advertising space in all four editions — 
riME Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American — or in the editions that cover the areas in which 
you are most interested. Full details from : The Advertisement 
Director, Time International, Time & Life Building, New 
Bond Street, London, W! 


TIME 


LATIN AMERICAN 
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How a modern advertising 
agency handles an account 


By A. BRUCE MacCOLL 


MODERN service adver- 

lising agency's activities 
extend far beyond the sphere 
of the press and its range is 
still expanding. Advertising 
is a part of selling, but it is 
only within comparatively re- 
cent times that the full im- 
plications of that statement 
have been recognised and 
acted upon. 

How does a large agency set 
about handling an account? 
They don't, of course, all work in 
exactly the same way, but the 
differences are of detail and em- 
phasis rather than principle. 

Once the agency has accepted 
an account, someone must be 
detailed to look after it. This 
is the account executive, or con- 
tact. It is his job to represent 
—~ client to the agency, and the 

agency to the client, to see that 
a all the things are done that ought 
to be done, and that they are 
done in the right order, at the 
right time. There will be meet- 
ings between the client’s produc- 
tion, sales and advertising 
departments and the agency's 
research and merchandising staffs. 


Essential questions 


oS ae many questions will be 
aske The agency will want to 
know about the product: 


@ The range of sizes and 
rices. 

® Comparisons with 
petitive products. 

@ Uses of the product—exist- 
ing and possible. 

® Potential development. 

about its distribution: 

@ In what ways the product 
reaches the consumer. 
How territories are 
arranged. 

The mechanics of the sales 
organisation, 
Sales policy 
relations. 
Sales trends by types and 
areas. 

© Competitors’ activities. 

about its previous advertising : 

@ What media have been used, 
and to what extent. 

@® What theme has _ been 
employed. 

@ What results 
traced 

@ What 
done. 


com- 


and trade 


have been 


competitors have 

The answers may not be com- 
plete, or they may suggest the 
need to know more about some 
aspect. Information may have 
to be sought from Government 


sources or the trade press or 
other published material. If all 
of these fail to produce sufli- 
ciently full or up-to-date inform- 
ation then a trade or consumer 
survey may be necessary. 

By now the picture should be 
clear enough for the agency’s 
plans committee to issue broad 
directives on the size and sco 
of the proposed ca ign, the 
theme to be used oad ie treat- 
ment. The media, merchandising, 
copy, art, films, radio, public 
relations, print and production 
departments get to work. Deci- 
sions are made on_ whether 
newspapers, magazines, posters, 
signs, exhibitions, demonstra- 
tions, displays, sampling schemes, 
direct mail, films, radio and 
editorial publicity will be used 
and in what proportions. Copy 
and illustration treatments are 
outlined, Recommendations are 
made on what existing materials 
or packages should be retained, 
and which should be modified to 
fit the campaign theme. With 
estimated costs for all the various 
items and services a complete and 
detailed plan and time-table can 
be put before the client. 

Once the plan has_ been 
approved—with the inevitable 
modifications—the real work 
begins of translating it into an 
impact on the consumer. This 
is a complicated process but, after 
all, it is the agency’s proper job. 
Iwo aspects are, however, be- 
coming important—and — will 
become even more important in 
the future. 


Merit determines treatment | 


The service advertising agency 
is independent. It has no in- 
terest in favouring one medium 

or one type of medium— 
against another. Its recommend- 
ations on the particular media 
to be used, and the proportions 
of each, will be dictated by the 
circumstances of the problem, 
viewed in the light of the 
agency’s accumulated experience. 
With the agency handling all of 
the media for a —— there 
will be a recognisable family 
likeness running right through, 
from the package to the press 
and magazine advertisements, the 
signs, the sters, the display 
material and literature, and even 
films and radio programmes if 
these media are appropriate. 
Instead of a jumble of separate 
elements you have an integrated 
campaign. 

The other and even more im- 
portant aspect is a change of 


attitude on the part of the agen- 
cies, and advertisers. 

Not so long ago some manu- 
facturers were quite firmly of 
the opinion that the sales side 
was nobody's concern but their 
own. Offers of help or requests 
for sales information were met 
with the attitude—expressed or 
implied—that the manufacturer 
did not need to be taught his 
own business, But selling is no 
longer so easy as it was in the 
days of shortages. The chill 
breath of competition on the 
back of one’s neck can change 
even fixed ideas. 


Persuading the retailer 


Let us look at the selling 
situation, and take grocers and 
chemists as examples. The 1950 
Census of Distribution showed 
that the average chemist made 
sales worth £9,500. The grocers’ 
average was rather lower—about 
£9,100. The shelves and stock- 
rooms of one of these shops may 
hold 4,000 different lines. There 
is little advantage apparent to 
the shopkeeper in idles yet 
another. 

Even if the salesman’s hard 
work persuades the retailer to 
give an order, how is it to be 
got off the shelf into the shop- 
ping basket? Because the fact 
must be faced that housewives 
are brand-conscious. They are 
accustomed to ask, not for soap, 
but for a particular brand of 
soap, and they are not very ready 
to accept another. 

To get the retailer’s co-oper- 
ation needs a combined effort by 
the agency and the manufac- 
turer’s sales force. That may 
seem too obvious a step to be 
worth mentioning, but it does 
happen only too often that the 

a salesman knows of his 
firm’s new campaign is when he 
opens his morning paper. 

It is not enough to describe a 
new campaign in a circular or 
bulletin, and there are always 
objections to taking salesmen 
from their areas for a_head- 
quarters meeting. Yet there 1s 
no substitute for a meeting, 
where not only the material of 
the campaign but the thinking 
behind it can be described in 
detail. Only when there has been 
full discussion and the salesmen 
have been made enthusiastic 
about the campaign will they be 
able to carry conviction to the 
dealer. 

The rest of this business of 
promoting the advertising is 
largely a matter of mechanics, 
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Do agency services to 
sales promotion end with; 
advertising? It was to 
answer that question that | 
the author of this article, 
who is head of research at; 
G. S. Royds Ltd., addressed 
himself when he spoke to a} 
recent meeting of the British 
Sales Promotion Association. 


. A member both of the, 
Education Committee of 
‘the Advertising Association 
}and the Library Committee 
of the Institute of Incor- 
porated Practitioners’ in 
Advertising, he emphasised 
that the modern service 
,agency’s activities went far 
beyond the sphere of the} 
press and the range was 
ever-widening. In particular: 


* Salesmen have to be} 
made enthusiastic about 
the campaign. , 

* The results must be 
carefully assessed. 

* Success stories might 
be publicised. 


4 
4 


but it needs careful timing. For 
one thing, all the material of the 
consumer campaign must be 
ready well before the opening 
date. For another, the time a 
salesman takes to cover his area 
may affect the time-table. In 
general, there will be trade- 
paper advertising outlining the 
campaign, a broadsheet mailed 
to all the dealers on the books 
(not forgetting the wholesalers) 
describing it in more detail, illus- 
trating the advertisements that 
will appear, the display material, 
literature, window display ser- 
vices, co-operative advertising 
material, demonstrations of 

cial offers that will be avail- 
able. The salesman’s rtfolio 
will amplify the broadsheet fur- 
ther and reinforce the argument 
that has been developed, so as 
to make the retailer place an 
order, and to ask for, and use, 
the point-of-sale material that is 
the final link in making the con- 
sumer buy. 


Assessing the results 


When the campaign has been 
launched the agency is still in- 
timately concerned. There will 
be results to be assessed and 
compared, lessons to be learned 
and remembered for future 
guidance, perhaps success stories 
to be publicised. 

These are some of the services 
that can be offered. They may 
go some way to showing that, if 
advertisers will make use of the 
resources and the accumulated 
experience of the modern adver- 
tising service agency, they will 
find that they extend beyond the 
boundaries of advertising as it 
is generally understood. 
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the FIRST 
and FINEST 


television 
magazine 


Since its first number, TV 
NEWS has enjoyed swiftly growing 
success amongst more thoughtiul 
viewers. Beautifully printed and 
illustrated on art paper it appeels to 
TV families with wider tastes and more 
substantial incomes. And it appeals to the 
whole family with special regular features for women and 


children. TY NEWS readers have money to spend on more than 


day-to-day purchases. Advertise in TV NEWS 


and guide their spending your way. _ 


Send for specimen copy to :— i 
A. W. St. John Dillon, General Advertisement Manager, TV NI-WS, FORTH) 6 
147 Victoria Street, Westminster, S.W.1. Telephone : VICtoria 6423/4. AT ly 
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Announcing \umber One ol 


Home beautiful 


Produced by The National Magazine Co. Ltd., publishers of 
GOOD HOUSEKEEPING, HARPER’S BAZAAR, VANITY FAIR and The CONNOISSEUR 


ip " " 
Here’s an entirely DIFFERENT kind of TY E AREA 91/, x 137, 


home magazine. The Home Beautiful will 


: “ee atl BLACK & WHITE COLOUR 
stimulate a livelier and more active interest : 
in home making and home elegance than ~ 6 _ . wa ae 
ever before. It will be practical. At the same ) ( ) 
time it will whet the appetite of the home e - ° 
maker for all that is new and beautiful in eae salaaan web 


design, in colour. The reader will be taken ” . 
into famous homes for ideas and inspira- Final Press Dates 
tion. The Home Beautiful will be profusely BLACK & WHITE 
illustrated. The use of colour will be lavish. 


And remember this, The Home Beautiful 29th Jan. 1954 
will do more than get right into the hands 

of women with a love of beautiful things. COLOUR 

These women will have, too, all the respon- 


_ 
sibilities of running a home and a family. 22nd Jan. 1954 


A dummy and details of special positions 
availabl t Copy Dates ; COLOUR JAN. 8 
See a ae ny ee BLACK & WHITE JAN. 15 


FIRST PRINT ORDER 


"FLO0.000 conte 


OLIVE BIRD, THE HOME BEAUTIFUL, THE NATIONAL MAGAZINE CO. LTD., 
28/30 GROSVENOR GARDENS. LONDON, S.W.1. 


ieee aa” 


IPI SILA DLALEL A 


Telephone: SLOane 4591 


ee | 
i 
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Mobepublished = 
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Advertising at agricultural 


HE ever-increasing buying 

potential of the agricul- 
tural market serves to focus 
attention on the yearly spate 
of agricultural shows as retail 
outlets. With gates easily ap- 
proaching the 100,000 mark 
the promotion value of these 
shows appears to be well 
established. 


Progressive stores are regard- 
ing them with growing interest. 
James Colmer Ltd, the Bath 
departmental store, is typical. 


The store’s first stand at the 
one-day Trowbridge Agricultural 
Show brought in cash sales in 
excess of £300. There was a gate 
of nearly 12,000. Men’s wear 
(including town and _ country 
suits) was the only merchandise 
displayed. The range included 
small items such as shirts, socks 
and ties. All the items were 


$72 


shows pays cash dividends 


The many agricultural shows that are held during the year throughout the country 
offer excellent opportunities for the successful merchandising of a wide range of 
general articles. This has been proved in a particularly impressive fashion by the 
James Colmer Ltd. departmental store at Bath. This firm entered the largest ever 
retail stand at this year’s Bath and West Show. 


housed in a small 40 by 20 foot 


mar 

After f further successful experi- 
ence at the Frome Cheese Show, 
Colmer’s entered the largest-ever 
retail stand at this year’s Bath 
and West. Virtually a small scale 
departmental store, it outstripped 
all others with a sales front of 
410 feet. 

What should be done to take 
advantage of such a show? 

A first requirement is a care- 
ful study of as many such shows 
as possible. Particular attention 
should be paid to those taking 
place within the areas in 
which the store management is 
interested. Preliminary planning 
work must be done well in 
advance. 

The Colmer organisation began 
lanning and discussions in Octo- 
er 1952 for the Bath and West 

held last June. The aim was 
(and should always be) to book 


KENT MESSENGER 


‘GROUP 


SOUTH EASTERN 


GAZETTE OBSERVER 


. 
HEAD OFFICE: MAIDSTONE 3388 


LONDON. 80, FLEET ST. 


CHATHAM 


CENTRAL 7500 


early and so obtain the best site 
available—where, in other words, 
the biggest volume of traffic is 
likely to pass by. 

As soon as the space has been 
safely reserved a general theme 
for the design of the stand must 


be dee 7 Two choices are 
open. A purely dis lay stand, 
designed to keep the rm ’s name 
in the public eye, or an “‘all out” 

sales stand. 

Bearing in mind the vital fact 
that not everybody attending the 
show is going to buy cattle or 
tractors, also that the women 
folk like to have a spending 
spree, and that their husbands 
are not averse to ordering a new 
suit or something for the home 
if they come — the right dis- 
plays supported by good service, 
concentration should be directed 
to composing a first class sales 
stand every time. 

Once the theme or character 
of the stand is settled progress 
can be made with the actual 
design and manufacture, in line 
with decisions as to the type of 
merchandise to be displayed and 
sold. It can be taken almost for 
granted that every item of retail 
sale is suitable for selling from 
the stand. At the Bath and West, 
following up the “miniature 
departmental store” theme, 
Colmer’s customers were offered 
(and bought) ladies’, children’s 
and men's wear, a full range of 
garden tools and _ household 
articles from scissors to suites. 


The stock position 


The availability of supporting 
stocks is an important factor to 
be considered when making 
decisions on merchandise. 

With information as to size 
and shape of booked space, 
theme, and lists of merchandise 
to be shown, an approach can 
be made to specialist display 
firms for stand design and con- 
struction. Alternatively, the con- 
struction to an approved design, 
can be by local carpenters and 
contractors, or by the store's 
own maintenance staff. In any 
case, artistic licence in design 
should not be allowed to detract 
from the essential sales character 
ol the stand. The public must 
feel they can buy from it, not 
merely step back and admire it. 

The advertising department, 
or agents, together with display 
staff, must be included at all 
discussions, since the preparation 
and production of brochures, 
posters, folders and other pub- 


Colmer’s stand at the Bath and 
West show was virtually a small 
scale departmental store. 


licity material for the campaign 
needs to be put in hand at an 
early stage. 

Press advertising should also 
be visualised and layouts pre- 
— for inclusion in show cata- 
ogues and local newspapers 
(those serving the area frequently 
run special show supplements 
before and during the show 
period). 

The staff director must be kept 
well informed at all stages of 
development, so that adequate 
provision can be made for staff- 
ing the stand. This can be diffi- 
cult if only for the reason that 
many shows are held during the 
summer months when _holida 
rotas have to be _ conside 
Colmer’s had 50 staff at the Bath 
and West, supported by adminis- 
trative personnel on site, com- 
plete with telephones. This gives 
an idea of the problem which 
might have to be faced. Clearly, 
attendance of staff must be 
charted well in advance so that 
the sales force, on the stand and 
at the store, can be deployed to 
the maximum advantage. 

Business cards carrying the 
firm’s name and details and 
the salesman’s name should be 
issued to each member of the 
stand staff. Show visitors 
might call at the store later, 
and they will feel more at 
home if they can ask for some- 
one by name. 

Staff time can be wasted by the 
need to travel fairly long 
distances to and from the ground. 
This can be accentuated by wait- 
ing in queues for buses and 
meals. The best course to adopt 
is to make advance travel and 
meal arrangements for the staff 
with the transport contractors 
and caterers serving the show 
Priority travel and refreshment 
tickets should be arranged and 
made available to the staff. 

Unexpected items to watch out 
for include electricity and water 
supplies. At some shows, a 
charge per foot of line from the 
junction is made for power 
supply. Water may have to be 
manhandled from one or other 
ot a few taps installed on the 
ground. Because both power 
and water may be wanted for 
“live” demonstrations, such as 
washing-machines and animated 
displays, it is as well to check 
the positions of supply points 
when booking stand space.—H.F. 
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What the 


tycoons 


'YCOONS are as receptive in repose as in action; they are 
| pw kind enough to say that they find The Economist 
as valuable to them in private life as it is upon their office 
desks. This trio of reposeful Tycoons is enjoying in The 
Economist the best of both worlds — in the editorial pages 
a brilliant and informed commentary on world affairs, in 
the advertisement sections a presentation of capital and 
consumer goods which are the best of their kind. 

That is why Jaguar, and Russell and Bromley, Blackwood 
Hodge (distributors of Euclid Equipment), and Imperial 


ADVERTISER'S WEEKLY 


favourite 


paper 


Smelting, each in their own way find the advertisement pages 
of The Economist a rewarding investment. 


Advertising agents: Blackwood Hodge — Stephens Advertising 
Service, Ltd.; Jaguar Cars — Nelson Advertising Service Ltd.; 
Russell and Bromley — Leggett Nicholson & Partners, Ltd.; 


' Imperial Smelting Corporation Ltd. —— Downtons, Ltd. 


The Economist 


22 RYDER STREET - LONDON SW1 WHITEHALL 111 
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THE MAN WITH A LOAD OFF HIS 


MIND. Not long ago he was scowling uneasily 


at a big print job that looked a man-size 


headache. ‘Then he called in Charles and Read. 


That call brought one of the country’s best- 


equipped photo-litho services to his side. Now 


he knows that every aspect of the job will be 


handled not only with skill but with enthusiasm. 


He’s ye t 


And what a difference that makes ! 


another man who has discovered that when 


CHARLES AND READ speak of service 


it’s not just lip-service. 


itiiiaitie 
” Charles & Road 


a good namie for photo-litho offset printing 


27 CHANCERY LANI 
orw 


»5 LONDON, W.C.2. 


PHONE HOI BORN 2882 
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ITHIN 10 days of publica- 

tion the Geon at Work 
booklet prepared for the Plas- 
tics Exhibition was out of 
print. The publication con- 
sisted of a wide selection of 
trade advertisements with only 


, a brief, introductory paragraph 
| of general copy. 


This novel idea of allowing 
the normal advertising of a pro- 
duct to speak for itself was the 
outcome of close discussion 
between G. C. Graver, informa- 
tion officer of British Geon Ltd., 
and his agents, T. G. Scott & 
Son Ltd. It is an idea which 
lends itself particularly well to 
a product such as Geon PVC, 
with its innumerable industrial 
and consumer applications. 

The advertising media for 
Geon PVC normally consist of 
the technical press for plastics 
and rubber, and a wide range 
of trade journals covering foot- 


wear, rainwear, furnishing 
materials and travel bags, to 
name only a few. Preliminary 


discussion as to what would be 
an adequate piece of print to 
cover the very wide ramifications 
of such a product soon showed 
that the production of a “nor- 
mal” catalogue would be a for- 
midable task both as to time 
and money. This feeling was 
enhanced by the decision that 
the booklet should contain at 
least one illustration for every 
type of Geon application. 


It was then that the suggestion 
was made that existing adver- 
tisements should form the basis 
of the book, together with some 
new ones which, in any case, 
would eventually be needed. 

The advertisements used were 
selected from the previous year’s 
advertising and covered as wide 
a field as possible. The booklet 
size was determined to tic in 
with blocks already made and 
so production of a S2-page, 10 


in Rainwear 


How ads for the trade 
press made a booklet 
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by seven inch item was put in 
hand. 

To be ready in time for the 
exhibition, a very tight schedule 
was needed. Scotts drew up a 
progress chart showing the daily 
position of each page of the 
book, and the preparation of 
new advertisements which would 
have to be included was speeded 
up. By the closest liaison 
between Mr. Graver and Scotts, 
complete advertisements were 
finalised and produced in a 
matter of a few days. 

With the co-operation of the 
printers, the imposition scheme 
was worked out in advance 
this being three 16’s and a four. 
Ihe pages were grouped in such 
a way that blocks immediately 
available comprised one com- 
plete group of 16 and could be 
printed without delay. The job 
was finally delivered seven days 
before the exhibition opened. A 
large reprint order had _ been 
placed before it closed —power- 
ful evidence that this straight- 
forward method of telling a 
product's story was a_ highly 
effective one. 

This opportunity to publicise 
the Geon consumer advisory 
service was well utilised. It 
was pointed out that the com- 
pany manufactures Geon PVC 
raw materials only and does not 
go on to make any semi-finished 
products. They are, however, 
pleased to advise anyone pro- 
posing to use PVC products tn 
commercial quantities as to 
where these may be best ob- 
tained. They will also, it was 
stressed, gladly comment on the 
suitability of PVC for any pro- 
posed application. 

To summarise. 

This type of catalogue saved 
not only a great deal of time and 
money, but also had the tremen- 
dous advantage of visual con- 
tinuity with the widespread 
advertising of British Geon Ltd. 


WHATEVER 
THE 
OCCASION 


USE 
| | 


A double-page spread from the booklet “Geon at Work” which was 


composed of advertisements designed for the trade journals. 
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DAILY SALE IN 
NOVEMBER, 1953 


OVER 


100,000 


in accordance with the ABC Formula 


THE NEW SIZE 


vening EX 


LIVERPOOL 


Liverpool and Merseyside are enjoying the 
lively looking, brightly written “ Evening 
Express.” Its new, easy-to-handle size 
is winning thousands more readers and 
what is more, is keeping them. 


RATES INFORMATION 
25/- s.c. inch | TWO COLOURS 


Full Page 
Full Page £150 
15 x 6 cols. Smaller spaces 
£120 £15 extra 


Confidently in 1954—more and more advertisers 
will use 


THE EVENING EXPRESS ror (Compl ALL-THE-YEAR COVERAGE 
— 
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OLDIERS~ walking out 
will soon be wearing 
advertisements for the army 
round their necks. No, they 
are not issuing sandwich 
boards; it’s a specially designed 
tie that will indicate that the 
army of to-day’s quite bright. 
Introduction of the new neck- 
wear was announced in the 
House of Commons last week. 
But what Members did not hear 
was the part played by the War 
Office public relations depart- 
ment. 

Sidney Rogerson tells us that 
the idea was developed and put 
up by the P.R. department he 
guides following a suggestion 
from a serving soldier. 

This is a simple but good 
piece of public relations for the 
British Army. Yet two attempts 
had to be made to get the scheme 
accepted, Proof of its popularity 
with the troops is provided by 
the fact that 600 dozen tics were 
distributed the first day. 

Big help to Mr. Rogerson ~~ 
a visual prepared by E, 
Maunton, an old colleague Pia 
has been with LC. for many 
years. 

The pair have worked together 
before. Maunton illustrated one 
of Rogerson’s first books. He 
also did the illustrations for 
The Queen's Commission, pub- 
lished by the War Office. 

ok * ok 


Speakers at the recent in- 
augural dinner of the Institute 


576 
PUBLIC RELATIONS 


New army tie is War 
Office PR scheme 


of General Managers had some- 
thing to say about the lack of 
public relations in some sections 
of industry. 

W. Robson-Brown, M.P. for 
Esher and a director of Richard 
Thomas & Baldwins, said the 
“isolation of management’ is 
“the Achilles heel of industry.” 
He pointed out that while trades 
union leaders made full use of 
their ability to command atten- 
tion in the press of the country, 
industry was failing to put its 
case properly before the people. 

“Why cannot companies pro- 
duce balance sheets and annual 
reports which can be understood 
by employees?” he asked. 


GOVERNMENT PR 
The ApverTiser’S WEEKLY 
Supplement published in Septem- 
ber did not deal with Govern- 
ment public relations because the 
aim was to show primarily how 
the “new” art of persuasion 
plays its important part in the 

modern marketing operation. 
The idea--since generally 
commended—was to deal in 
down-to-earth fashion with a 


subject which in the past has 
been raised to airy-fairy levels 
by too many of its exponents. 

The question asked and 
answered was: How does it help 
to sell? 

P.R. men in local and national 
government service took it well. 
Reviewing the Supplement, the 
journal of the North-Western 
and North Wales District of the 
National and Local Government 
Officers’ Association commented: 
“As might have been anticipated, 
local government public relations 
are conspicuous by their ab- 
sence, but the Supplement is an 
excellent survey of current 
practice in commercial and 
industrial public relations.” 

* * * 

Now there comes a note from 
a provincial P.R. man who holds 
a different view. He says: “I do 
not think that the suspicion in 
which national government pub- 
lic relations has always, accord- 
ing to you (this column 
November 26), been held, 
extends to local government, 
except in certain specific authori- 
ties. 


“Where there has been no 
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previous experience of public 
relations, there may have been 
doubt of its usefulness and its 
efficacy, but where it has been 
tried for any length of time, its 
success has always been acknow- 
ledged. 

“In Manchester, for example. 
there has been a steady extension 
of duties and staff and (for local 
government) reasonable salaries 
are paid. In the last five years 
the staff has increased from four 
to seven, and the responsibilities 
have been widened to include 
public relations for Ringway 
Airport (now the principal air- 
port outside London, with rapidly 
expanding transatlantic services), 
for road safety, and for the 
Manchester area generally as a 
business community and a tourist 
centre (no direct connection with 
local government, but surely a 
worthy objective for this munici- 
pality to pursue). 

“The same is true of Birming- 
ham, Liverpool, Sheffield, Not- 
tingham, Blackburn, Bristol and 
many other provincial cities.” 

That is good news from the 
north .... more particularly as 
it reveals that efforts are being 
made to use local government 
P.R. to attract business to towns 
This is surely the best way of 
showing ratepayers that they gel 
something solid back for their 
money. 

But are local authorities in the 
south — apart from those 
administering holiday resorts- 
as enlightened? 
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AS 


Our greetings are extended to advertisers and advertising 


agents who send the news of commerce and industry into 
nine million of the best homes of Britain through the daily 
and weekly publications of Associated Newspapers. 

On behalf of the publications we represent, we 
wish old and new friends a Happy Christmas and a 


Prosperous New Year. 


2 


ADVERTISEMENT DIRECTOR 


ASSOCIATED NEWSPAPERS LTD. - LONDON + MANCHESTER «© EDINBURGH 
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The Eastern Counties 
An ‘Advertiser’s Weekly’ Special Survey 


Agricultural and industrial 


occupations present a prosperous 
market of bewildering 


[N this region—that is to say, 
the Government Standard 
Region embracing Bedford- 
shire, Cambridgeshire (includ- 
ing the Isle of Ely), Norfolk, 
Suffolk, Huntingdonshire, and 
parts of Essex and Hertford- 
shire—there live just over three 
million people, a surprisingly 
small figure perhaps if one 
looks at the area it covers. 
Despite this low density per 
acre, however, it should be 
noted that the population has 
increased by 27.2 per cent be- 
tween the Census of 1931 and 
that of 1951. 

This can be compared with 
an average increase of 9.5 per 
cent for the whole of England 
and Wales. The — individual 
figures for each county reveal 
some interesting variations. 

The product we have chosen 
to illustrate the potentialities of 
this market is a household neces- 
sity—furniture polish—and this 
survey will suggest that such a 
product, for which the demand 
fluctuates comparatively little in 
times of boom and slump, and 
which is in almost universal use, 
.is particularly suited to this 
region. 

The Eastern Counties present 
some bewildering cor.trasts. The 
man in the street, for instance, 
probably regards this part of 
the country as predominantly 
agricultural. That is only a 
half-truth. The great majority 
of the inhabitants do not gain 
their living direct from the soil. 
In fact, only 14 per cent of the 
men aged 15 and over are 
classified as being employed in 
“Agriculture, Horticulture and 
Fisheries.” On the other hand, 
it must be conceded that the 
number of agricultural workers 
in the Eastern Counties is appre- 
ciably higher than the national 
average, and farmers and farm 
workers are sufficiently numerous 
for the course of agricultural 
wages and farm prices to exert 
an appreciable influence upon 
the level of consumer demand. 

This feature is particularly 
relevant at a time when the out- 
lines of the Government's food 

ylicy are still only vaguely 
nown and the practical effects 
of, say, the “deficiency pay- 
ments” scheme for grains have 
still to be determined. The 
region is also closely interested 


in the success of Britain’s recent 
appeal to revise the provisions 
governing international trading 
(G.A.T.T.) and substitute a 
tariff for the quantitative import 
of perishable foodstuffs from the 
Continent. 

At one remove from the land 
are those’ industries which 
depend on the soil for their raw 
material—the extractive indus- 
tries—-lime_ kilns, cement and 
whiting, and brick and tile 
making. These, together with 
such indigenous industries as 
cloth-weaving and timber pro- 
ducts. are found scattered over a 
wide area in Suffolk, in contrast 
to the firms which are concerned 


POPULATION BY 


contrasts 


One stage further and we have 
the manutacture of agricultural 
implements and = machinery 
the wherewithal for farmers not 
only in this region but over a 
wide area of Great Britain, 

Then, with a_ jolt, we 

realise that Luton is also a 
part of the Eastern Counties, 
and this is one of the reasons 
for the fact that engineering 
workers are almost as numer- 
ous as agricultural workers. 
Apart from the Vauxhall 
works, there are also many 
ancillary light — engineering 
industries producing __ ball 
bearings, refrigerators and 
vacuum cleaners. 


COUNTY 1931—1951 


County 


Herts 
Beds 
Hunts 
Essex 
Cambs 
Suffolk 
Norfolk 


Percentage increase 
| 951 


| Population in 
1951 1941-1 


442.439 
546,550 


with the processing of agricul- 
tural products and are concen- 
trated in specific areas, especially 
arour.d Ipswich and Stowmarket. 
Here we find brewing and malt- 
ing, sugar beet factories, fruit, 
vegetable and jam canning, egg 
——. flour milling, and 
acon and ham curing. 


Nor must we forget the 16,000 
workers in the radio and gramo- 
phone industry who are largely 
drawn from Pye at Cambridge 
and Marconi at Chelmsford. 
Lasily, there is the boot and 
shoe trade of Norwich and the 
less well-known (but particularly 
important at least in so far as 


‘ 
To illustrate the nature of { 
the market in the Eastern 
Counties our investigation 
team describes some of 
} the assets and liabilities 
| facing the advertiser of a 
furniture polish. They? 
draw special attention to 
the following two points:— 


} @ Some 1/4 per cent of } 
the men aged I5 
years and over are 
employed in agricul- 
ture, horticultureand 
fisheries. ‘ 

@ Population of the 
area increased by 
27.2 per cent be- 
tween 1931 and 1951. 


this survey is concerned) Colman 
works in that city. Here is the 
home of British mustard as 
well as factories which produce 
such varied products as starch, 
aspirin, metal polish and anti- 
septics. 

The potential market for our 
furniture polish is made up of 


(Continued on page 582) 


CLASSIFICATION OF INCOMES BEFORE TAX 1949-50 


Total no. of incomes ( 


100 per cent) 
No. within the range 
£ 


1,000. 

1,500— 
2,000 7 ‘ 
3,000 4,999 . 
5,000 and over 


Average income per head 


20,039,789 


1 
negligible 


UK Beds 


Cambs 
122,195 96,603 

° 

| 
| 
| 


SS Bade 


—=—NeD V@Oow 


——Ne se Nee 


3 | 
l | 
Ad 
vligible 

1 


1 exligible 
negligible 


negligible 


| 
£196 £154 £150 1109 |} 


Herts 


204,596 


negligible 


Hunts Norfotk Suffolk 


24,728 185,106 199,724 


j 
4 
3 
4 
3 
1 
- 
6 
7 
4 
2 
1 
1 


1 
negligible negligible | 


1 
1 negligible negligible 


negligible negligible 


£134 ii i121 ii” 


Source: Report of the Commissioners of |niand Revenue, 1952-3 
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The Eastern Counties 


DECEMBER 10, 1953 


Each separate outlet in the Eastern region is of greater importance 
than for the country as a whole because there are fewer shops per 
person. 


the 914,400 housewives who are 
to be found in this region, We 
shall now take a closer look at 
these possible consumers and at 
the size of their household 
incomes. 

Despite the great rise in agri- 


| cultural wages as compared with 


the pre-war period, work on the 
land is still comparatively poorly 
paid by comparison with in- 


EARNERS PER FAMILY 


the minimum rates for 
workers aged 21 and over, and 
of proportionate amounts for 
younger workers. This increased 
the minimum agricultural rate 
to 120s. per week. The Ministry 
of Labour has calculated that, 
during the first eight months of 
1953, the weekly wage packet 
of those engaged in agriculture, 
horticulture, forestry and fishing, 


male 


| 


Eastern Counties | 


Great. Britain 


= Per cen t as 


~ oo 
Total number of households 914,400 100 | 14,481,000 
Number of households with the | | 
following number of earners | 
0 145,500 16 2,032,000 14 
1 ° 447,100 49 6,784,500 47 
2 >i 219,100 24 3,807,700 26 
3 or more ¢ 102,700 | i | 1,857,300 13 
Source ; | per cent sample tables 1951 census, 


dustry. This much is well illus- 
trated in table 1 which gives the 
main occupations in which men 
of the Eastern Counties are en- 
gaged, and their average weekly 
earnings. 

Nevertheless, it must also be 
appreciated that these figures 
were derived before the general 
increase in August 1953 of 
seven shillings per week in 


TABLE I: 


MAIN OCCUPATION GROUPS AND 
WEEKLY EARNINGS IN APRIL, 1953 


has been augmented by a net 
amount of £217,900. Only the 
building and contracting industry 
showed an increase in excess of 
this. 

The region is at a slight han- 
dicap compared with the rest of 
Great Britain in that the number 
of women in paid employment 
in the Eastern Counties is 29.3 
per cent, as against the national 


Occupation Group 


Agriculture, horticulture and ed 

Metal manufacture - 

Engineering and allied trades 

Transport and communications , aa 

Building, contracting, painting, decorating .. 

Commerce, finance, insurance (excl. clerical) 

Unskilled (not elsewhere specified) ee 

Clerks, typists, etc 

Professional and technical (excl. clerical) 

Workers in wood, cane and cork 

Personal service 

Administrators, directors, managers (not else- 
where specified) 

Warehousemen, storekeepers, packers, bottlers 

Makers of and workers in paper and — 
board, bookbinders, printers 

Textiles and leather goods 

Stationary engine drivers, ‘crane 
tractor drivers, stokers, etc... 


drivers, | 


Average weekly 

| No. employed in earnings 
Fastern Counties (men aged 

] 21 and over) 


£64 @ 
153,300 s 3 2 
'} 134,100 oa 3 
j 87,500 810 8 
86,900 9 $10 
| 89,000 not available 
65,200 o ” 
$4,500 -— o 
53,500 a 
35,900 | . 
33,400 es 
27,600 | 
22,600 
| 
18,000 ; ; 
17,000 | 8179 
10,600 | not available 


Source: (1) 1 per cent sa’ 


le tables 1951 census. 
(2) Ministry of ido Gazette, Sept. 1953, 
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The Eastern Counties 


TABLE 2: SUITABLE CONSUMER OUTLETS 


Type of outlet No. of outlets 


Grocery group 7,338 
Grocers with hardware 210 
General food 210 
Domestic hardware 

and ironmongery 906 
General group 113 
Department stores 28 
Variety stores 74 
Other general il 


Eastern Counties 
Outlets per 
100,000 pop 


Great Britain 


No. of outlets Outlets per 


100,006 pop 
129,345 


237 265 

7 1,953 4 
2,093 4 

29 | 15,363 32 

a 1,665 3 

1 $29 1 

2 913 | 2 

lessthan 1 | 223 | less than I 


J i 


Source: Census of Distribution. 


average of 34.6 per cent. This 
is one of the reasons why the 
number of earners per family ts 
also below that of the country 
as a whole 

Before leaving the subject of 
incomes in this area, it is worth 
looking at the figures published 
by the Commissioners of Inland 
Revenue, giving the incomes 
before tax in the financial year 
1949-50 for each of the counties. 
There are two snags about these 
figures: that more recent data 
are not available, and that the 
incomes are classified according 
to the county in which the in- 
comes are paid—a factor which 
does not necessarily coincide 
with the county in which the 
recipient lives. 


The varying wealth 


We notice that Bedfordshire 
and Cambridgeshire are the 
wealthiest of the counties we 
are considering, as reckoned by 
the average income per head, 
with Essex easily the lowest. 
The latter county has an average 
which is one-third below that 
of the other two counties and 
only just over half that of the 
United Kingdom. 

Lest we should get too gloomy 


a picture from this table, how- 
ever, we should bear in mind 
three important facts :— 

(1) the redistributive effect of 
taxation; 

(2) the cost of living is gener- 
ally much lower in rural 
than in urban areas; 

(3) the agricultural workers 
receive a cerlain amount 
of produce which must 
strictly be reckoned as an 
addition to their wages. 

As The Rural Market sug- 

gests, one of the most impor- 
tant points from a marketing 
angle is the locality in which 
the agricultural housewife does 


her shopping. “Certain day-to- 
day purchases must normally be 
made in the local village (though 
in the case of an outlying farm, 
it may be no more inconvenient 
to go into the market town); 
certain classes of goods cannot 
be found in the village, since 
the requisite types of shops do 
not exist there, and can only be 
bought either in the local mar- 
ket town or in the nearest large 
city; in other cases, the nearest 
large city may exercise an attrac- 
tion which over-rides any incon- 
venience in getting there. Then 


again, goods may be bought from 
a travelling shop which goes 
round once a week, or once a 
fortnight, or from a pedlar, or 
from a tallyman, or by mail 
order. To assume that the agri- 
cultural population does all its 
shopping through the village is 
to misunderstand the situation 
completely.” 

The importance of this caution 
is exemplified by the following 
analysis, which reveals that 
nearly one-third of rural house- 
wives find it worthwhile to go 
into the nearest market town to 
buy their furniture polish. 

The number who buy their 


household polishes and cleansers 
in: 


Per cent 
Village 58 
Market town sal oe 30 
Nearest large city ee a i! 
Elsewhere ‘ : ne 1 


Source: The Rural Market. 


The type of retailer from whom 
the rural housewife makes her 
purchases is shown in another 
extract from The Rural Market 
and reveals the overwhelming 
importance of grocers. The pro- 
portion who buy their household 
polishes from: 


Per cent 
Grocers 874 
Bazacr type bes g., Woolworth) 33 
Oilshops — an 2:3 
Pedlars . ae 7 17 
Other outlets 5-3 
100 


Total 


We must now examine the 
total number of outlets of the 
requisite type which are avail- 
able in the Eastern Counties 
These are given in table 2. 

The Fastern region is rather 
less wel! served in terms of suit- 


able retail outlets per head ol 
population than Great Britain as 
a whole. Among other things, 
this means that each separate 
outlet in the East assumes a pro- 
portionately greater importance. 


The other pertinent questions 

those dealing with the influ- 
ences which motivate purchases 
of particular brands of furniture 
Olish; whether the polish should 
- of the solid or liquid type; 
and the best way of angling the 
advertising campaign—still re- 


main, but these should be solved 
by carefully planned research. 
Let us now consider the local 


ADVERTISER'S WEEKLY 


TEST IT 


East Anglian 


CARR STREET 
IPSWICH 
Tel. 3764 


Branches: Chelmsford 


lelixstowe * Harnui! 


IN 


IPSWICH 


Ipswich Evening Star 
Suffolk Chronicle & Mercury 


Felixstowe Times 


Colchester’ Beccles 
Lowestoft ° 


—others do 


Daily ‘Times 


107 FLEET ST. 
LONDON, E.C.4 
Tel. CEN 4899 


* Bury St. edmunds 


Stowmarket * Sudbury 


The 
Grantham 
Journal 


Circulating through 
five East Midland 
counties and serving 
a public representa- 
tive of rural, sport- 


ing and industrial 


interests 


VALUE IN ADVERTISING 


(Members A.B.C.) 


Head Office 


46 HIGH STREET, GRANTHAM 


Advertisement Manager 
James H. Watson 


London Representative: 


Will Kitchen Jnr., Ltd., 131 Fleet Street | 


Colour 
“ante... 


. come from Morath's 
colour laboratory — the 
most modern in the 
country. Enlargements 
up to Sft. — the largest 
direct colour prints made 


in England. 

0 an, 
Morath °c"; 
Studio & we 
Private of London 
Residence: 


14, Cornwall Gardens, S. Kensington, 
London, 8.W.7. = Tel: WEStern 2652 


New 

appropriations 

embracing trade advertising aimed 
at plumbers, heating and ventilating 
engineers, sanitary engineers and 
builders etc. should certainly include 
the foremost technical and trade 
Journal. Published continuously for 
the last 75 years. 


“THE PLUMBER 
& JOURNAL of HEATING” 
32 Finsbury Square, London, E.C.2 


Specimen copy and rates 
with pleasure 
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ADVERTISER'S WEEKLY 


Alexander House * Shaftesbury Avenue * wc2 * Temple Bar 2641 


how 
good 
is your 


face? 


tie-in’ said a patriotic type who's been at CL through 
Five Reigns. ‘Something that plugs our creative ser- 
vices and gets ‘em thinking about the standards of 
their own direct mail.’ So out came The Oxford and 
up we came with that famous saying attributed to the 
First Elizabeth: *‘A good face is a letter of recom- 
mendation.”” It says all we thought of saying about 
well-designed direct mail — except of course that we 
really do practise what we preach and are always 


keen to lift a few more faces for a few more clients. 


Keep tabs on the number of pros- 
pects direct mail can help you 
reach by asking us to send you a 
copy of our latest FACTS & 


FIGURES. Ask us now. 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


‘Let’s have an Elizabethan 


The Eastern Counties 
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media that we may well need 
to use in planning what at this 
stage will be a purely localised 


| test campaign. 


In this respect the area weekly 
newspapers are in a particularly 
strong position. Advertising for 
our furniture polish will be 
addressed to women, and the 
information at our disposal 
clearly shows that readership of 
local weeklies is significantly 
higher amongst women living in 
rural areas than in other parts 


of the country. The relevant 
figures for readership are as 
follows: 
All Rural 
localities localities 
percent percent 
Women reading local 
weeklies .. oe 5671 78:3 


Readership of national morn- 
ing and Sunday newspapers in 
rural by comparison with other 
areas is on much the same level, 
but readership of evenings is 
considerably lower when we con- 
sider the rural localities in isola- 
tion. This is hardly surprising, 
but is apt to be misleading so 


far as the Eastern Counties are 
concerned, for coverage of the 
evenings is particularly complete 
within their areas of publica- 
tion. Within the town or city 
boundaries there are remarkably 
few homes in which the ‘local 
evening is not taken, and this 
is, of course, peculiarly valuable 
when a test campaign, with 
possible “hidden offers,” etc., is 
under contemplation. 

The cathedral city of Norwich 
boasts two famous and long- 
established daily papers—one 
morning and one evening—and 
this claim can be rivalled by 
Ipswich. Cambridge also pub- 
lishes a great evening paper. 

Comparison of the extent of 
cinema-going of rural women 
and all women suggests no 
significant variation except in 
the_case of the oldest age-groups. 

There are extremely thorough 


and efficient poster facilities 
available in both urban and 
rural districts which, if fully 


used, should enable us to reach 
from two-thirds to three-quarters 
of the women in the region with 
our advertising message. 


@ Spotlight on Lincolnshire 


A diverse industrious area 


— SCOND only in size to 
Yorkshire, Lincolnshire is 
divided into three administra- 
tive divisions, each a minor 
county in itself:—Lindsey (pop. 
527,600), Kesteven (131,600), 
and Holland (101,500). 

Two popular misconceptions 
exist about this county-——that it 
is all flat and all agricultural. 

Neither is true. 

Certainly, Lincolashire is one 
of the principal grain-producing 
counties, with stock-raising, 
dairy-farming and market gar- 
dening of great importance. But 
to gain a true picture of this 
diverse, industrious area, we 
must consider also its cxtensive 


iron foundries; its food proces- 
sing (fruit and vegetable canning, 
flour milling, sugar beet fac- 
tories and jam making); the 
great port of Grimsby and the 
docks at Immingham; the cattle 
cake and fertiliser mills; the 
huge maltings at Sleaford, and 
the making of machinery. 

What of its economic situa- 
tion? While there was a general 
increase in the minimum rates 
for agricultural workers last 
August, special and favourable 
agreements were concluded for 
certain classes of such workers 
in the Holland division. 

These increases spell greater 
purchasing power. 


Lincolnshire and U.K. incomes before tax 


Total No. of incomes 


Range of income 
L 


135 
150 
200-2 
250-2 


300 
350 


450. 
S00 
600 
700 
800 


20,039,789 


ULK. | Lincolnshire 


4 | 9,659 4 
| 14 | 35,967 14 
| 44 37301 | 45 
= | 43,738 | 17 
| «@ | see] 
| 40 | 26.390 | 10 

x 19.190 | 7 

5 12/810 | 5 

6 13,280 5 

3 6.380 2 
2 3,310 1 
1 25350 1 

1 1,310 1 
1 3,150 

1 : 

1 

1 

neg. 


Source: Commissioners of Inland Revenue Annual Report 1953. 
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SIGN IN THE 
EVENING SKY! 


* For details of these new facilities 
for Advertisers apply— 
SKY NEON AVIATION CO. LTD 


11 STANHOPE GATE, LONDON, W.1 
Telephone : GROsvenor 2241 


crochets 
sews 


cooks 
makes rugs 


then she buys 


STITCHCRAFT 


and keeps it 


ABC net sales 227,916 copies a month: Type area page 8} ins. x 6 ins. 
£204 a page: Advertisement Manager S. H. KOWDEN, Stitchcraft Ltd., 


Great West Road, Brentford, Middlesex. Telephone EALing 6283. 


embroiders 


Modern Studios 
refer 
OVERALLS from 
GARDINER’S 


... SO DO PRODUCTION AND 
ADVERTISING DEPARIMENTS, 
BLOCK MAKERS, TYPESIE TTERS, 
etc They know that smart overalls 
trom Gardiner’s impress their clients 
and encourage staff eflicien Long 
Coats, Jackets, Boiler Suits, Aprons, 
etc., for men and women can 
bought from our huge selection at 
advantageous prices. Should you 
require badges or emblems em- 
broidered on pockets or contrasting 
collars and cuffs, these can be added 
at slight extra cost. 


« ‘ . - g, 
‘ a. bg Ss 1 unable to 

3 WRITE, stating your 
ar requirements, or 


F Der Jor our price list 
Tok OVERALL SPEC/AL/STS 


Gardiner’s Corner, 1, 3 & 5, Commercial Road, London, E.1 


Telephone: BIShopsgate 6751/3. 
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ADVERTISER'S WEEKLY 


Advertisers’ weekly insertions—or monthly for 
that matter—are of proven value in the CHURCH 


TIMES. 


The leading newspaper representing the Church 
of England—circulating amongst all influential 
people connected with Church affairs—a paper 
which maintains its position in the forefront of 
high-class journalism. A paper in which Readers 
and Advertisers alike have well founded faith. 


For the Reader, great confidence. 


For the Advertiser, “pulling power.” 


Why not send for a specimen copy and rate 
card and let the Church Times do for 
you what wt has done for so many others ? 


Advertisement and Publishing Office: 


CHURCH TIMES 


7 Portugal Street, Kingsway 
London, W.C.2 
Holborn O844 


WHY DO PEOPLE READ THE 
“SUNDAY SCHOOL CHRONICLE”? 


“Sunday School Chronicle” readers are natural propagandists. 
Win their confidence in a worthy cause, in a notable book, or 
in some commendable service or merchandise and they can be 
relied upon to spread the good news. 


It is not merely that each copy is read by several persons— 
that is true of most papers —but “‘Sunday School Chronicle” 
readers discuss their work with colleagues week by week and 
spread their influence in ever-widening circles. 


ADVERTISING IN THE “SUNDAY SCHOOL CHRONICLE” 
IS PRESTIGE ADVERTISING 


Phone Holborn 8655: Sole Advertisement Representatives 
ALDRIDGE PRESS, LTD., 15 Charterhouse St., London, E.C.| 


Member A.B.C. 


THE METHODIST RECORDER 
86.904 


MALCOLM WATSON, Advertisement Manager 
116 Fleet Street, London, E.C.4 * Central 4748 


“The Religious Weekly 


Weekly net Sales 
with Daily Results” 


Jan. |June 1953 
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| secretary 
governors of a Church School 
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Religious Press 


Intense and serious 
reading gives these 


journals high value 


HE RELIGIOUS press 
offers a special market 
with a difference—a difference 
that is recognised by many 
national advertisers. The 
difference is that, in addition 
to being potential buyers 
themselves, both for their 
personal wants and for their 
Churches, readers of religious 
periodicals are usually the 
kind of people who influence 
the buying habit of others. 
The vicar (and the vicar’s 
wife), the chairman of a parish 
Catholic Women’s League, the 
of a Wesley Guild, 


these are people who are recog- 
nised “keys” to public opinion 
and custom, and whose advice is 
sought in innumerable ways; and 
they, and people like them, form 
a large part of the readership of 
the religious press. 

The national advertiser whose 
sales depend so largely on the 
personal recommendation of his 
product would therefore have to 
go far to find a better medium 
than the religious wee) ly news 
papers, and many regular book- 
ings show that some at least are 
quick to realise the opportunity 

A further point that is of im- 


| portance to the advertiser is the 


relation of the reader to his 
paper. He buys his paper because 


| he wants to read, and read it he 


does 


Generally speaking, he reads 
it all, because he is interested 
in all it has to say--its news 
columns and its views columns, 
and, not least, its feature 
articles, often by the stars of 
his denomination. He reads 
the advertisements too, because 
his interest in the paper as a 
whole carries over to its ad- 
vertisement columns. 

This gives the advertiser the 
opportunity to use copy that 
appeals to the reason, rather 
than simply to establish the 
name of the product. An ad- 
vertisement appearing in 200,000 
copies of a religious weekly 
newspaper may well be read by 
as many people as one in a 
different medium with a circula- 
tion five or ten times as large 

The religious press, too, is 
usually read by the’ whole 
family. The religious weekly, like 
the local paper, is read by the 
whole family and left lying 
around the house for the whole 
week, or, very frequently, passed 
on to another family. Quite 
probably father as well as 
mother, the older children, and 
visiiing in-laws will read it. 

This is, of course, true to a 
greater or lesser extent of much 
of the periodical press, except 
the trade papers, but, with a 
few notable exceptions, not to 


the same degree as with the 
religious weekly newspapers. 
Again, advertisements in the 


When the Religious Weekly Press Group last held their annual 
luncheon, the Home Secretary, Sir David Maxwell Fyfe, was the 


guest speaker. 


Advertisements aimed at the small saver are likely to 


yield surprising results in the religious press because the average 


reader has a margin of income to dispose of. 
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Survey 


By 
D. Wallace Bell 


Secretary 
The Religious Weekly 


Press Group 


* 


religious press stand to gain 
from the confidence that readers 


place in the papers. Church 
people regard their denomina- 
tional newspapers as_ highly 


dependable and trustworthy, and 
this confidence extends to the 
advertisements that they carry. 
It is a confidence that is not 
misplaced. Advertisement de- 
partments of religious news- 
papers set high standards, and 
advertisement managers know 
only too well that their readers 


are quick to complain if a 
doubtful product has slipped 
through. 


Importance of classifieds 


Apart from displayed adver- 
tisements a notable feature of 
advertising in the religious press 
is the importance of the classi- 
fied columns. Births, marriages 
and deaths are of perennial 
interest, especially when we may 
know the people concerned; and 
trade small advertisements on the 
same page are also followed, in 
religious newspapers, by a large 
number of readers. 

The proof of that pudding is 
in the eating--mail order houses 


have written to say that they 
have been amazed, sometimes 
embarrassed, by the number of 


replies to small advertisements 
in religious wecklies, while one 
manufacturer at least whose pro- 
duct is now a household word is 
said to have begun his national 
sales promotion, 40 or 50 years 
ago, by repeated classified adver- 
tisements in these papers. 

In addition, the religious press 
provides a more obvious special 
market, for products used in 
Churches themselves, and for 
goods that are of special interest 
to Church people as such. In 
the first category come Church 
furnishings, heating installations, 
and, unfortunately, remedies for 
woodworm and the death watch 
beetle! Some recent trends in 
advertising reflect present-day 
developments in Church building. 

Tubular stee] chairs and tables 
are now being advertised widely 


587 


Rasic facts 
about the 
religious 
press 


@ Sales are increasing. In 
} some cases the increase has 
been spectacular. For ex- 
ample, the sales of weekly 
papers in one denomination 
have multiplied 500 per 
cent since 1938. 


@ A large part of the reader- 
ship are people who are 
recognised “‘keys’’ to public 
opinion and whose advice is 
sought in many ways. 


@ As in the case of the local 
paper, a journal of the 
religious press is usually 
read by the whole family. 


@ The confidence that the 
readers place in the news- 
paper of their chosen de- 
nomination extends to the 
advertisements that they 
carry. 


in religious periodicals, and, as | 


I know well from my own ex- 
perience, are being widely used 
in new Churches and Church 
halls. Sectional buildings, too, 
are now being used, especially 
where funds, or building licences, 
have not allowed permanent 
Churches and halls to be built or 
rebuilt. Moreover, in another 
field, good art reproductions, and 
simple style pottery, are being 
increasingly used in Sunday 
schools and other Church organ- 
isations, in place of the more 
traditional forms of decoration. 

In other words, the specialised 
market for Church equipment of 
all kinds is now a much wider 
market than it was before the 
last war, partly because Churches 
are no longer limiting themselves 
to traditional styles. 


Field now wider 


Advertisers in religious periodi- 
cals naturally follow these 


changes, and products which 20 | 


years ago would have found no 
sale in this field are now being 
regularly advertised in religious 
Papers 

Advertising that is of special 
interest to Church people as such 
is also widely varied. It falls, 
broadly, into two main groups 
goods for sale, and appeals to 
people who by their very nature 
do not waste their money on 
frivolities 

Publishers’ 
form a large part of the first 
group. Church members are, on 
the whole, big readers, not just 
of books on religious subjects, 
but travel, biography, and serious 
literature. In this group also we 
must, probably, include surgical 
appliances and patent medicines 

next 'o doctors and nurses, the 


clergy and lay parish workers are 
(Continued on page 588) 


advertisements | 


ADVERTISER'S WEEKLY 


* Largest Circulation of 
any Religious Newspaper 


(GRISTIAN}IERALD 


* Every member of the family reads The Christian Herald, 


and a great oumber of copies are sent on regularly to 


relatives and friends abroad. 


Advertisements have always shown excellent results, The 


Christian Herald pays because its readers have faith in it! 


Try it and prove its worth. 


THE CHRISTIAN HERALD 
COMPANY LIMITED 


167 Queen Victoria Street, London, B.C.4 


Tel.: CE Ntral 3624 


or 4 WESTERN ESPLANADE, PORTSLADE, BRIGHTON, SUSSEX 
Telephone: HOVE 47288-9 


HOME 
WORDS 


OVER 
1) MILLION 
MONTHLY 


The Largest Circulation of 
any Religious Publication 


A Parish Magazine inset cover 
ing the whole country. Circu 
lates in cities and towns allover 
England goes deep 
country villages often difficult 
to reach by 


and into 


any other means 
It is essentially a family yournal 
which has proved its pulling 
powers to those who have used 
keyed advertisements 


Published in two sizes 


Svo and 4to 


ADVERTISEMENT RATES 
OCTAVO: 860,000 
£215 pp and pro rata 
QUARTO: 650,000 


£325 pp and 7 rata 


Further particulars and availul/e¢ 
space from 
Chansitor Publications 


37 Chancery Lane, London, W.2 
Telephone CHAncery 356! 


THE 
CHRISTIAN 
WORLD 


Read weekly by 60,000 well- 
to-do Free Church folk. 
Regarded mainly as the 
CONGREGATIONAL 
Free Church Newspaper. 
The : ongregational Urion of Ergland 


and Wales is the second largest Free 
Church Denomination in the British 


Isles. 
Rate Card, etc., from 
Fr. LEWIS 


Advertising Manager 
The Christian World Lad. 
110 Fleet Street, London, 


ECA. 


G. F. KRUSE 
LTD. 


. a 
e00 MGT Om Ome/? 


37 SPRING STREET w.2. 


GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 


148 SHOOTERS HILL RD., LONDON, S.E.3 
GREEMWICH 3688 
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ADVERTISER'S WEEKLY 


More and More... 
The 
Church of England 


Newspaper 


is becoming to be recognised 
as @ most authoritative and 
opinion-forming Christian 
journal, 

Its opinions are extensively 
quoted in the daily and weekly 
press, and the C.E.N. contin- 
ues to increase in influence and 
circulation and in advertise- 
ment contents, 


Specimen copy and rate card 
will be sent on application to: 
R. M. OPHARE, 
Advertisement Manager, 
Charch of England Newspaper, 
33, Ludgate Hill, London, E.C.4. 
CITy 3063. Grapho-phone, London. 


’ The Christian 


(founded 1859) 


is the oldest interdenomina- 
tional religious weekly, and 
is an automatic choice with 
agents and advertisers in the 
Appeals advertising field. 


It is also an excellent medium 
for National advertising, 
reaching an influential cross 
section of the Christian public. 


Classified advertisements 
pull in The Christian. 


The Advertisement Manager 
will be pleased to send scale 
of rates and specimen copy. 
Offices : 43, Ludgate Hill, 
: London, E.C.4. 

i CITy 3063. 


q 


For more than 
Seventy Years 


The Life of Faith 
has been one of the 
leading religious 
weeklies in the in- 


terdenominational 
field. 


It is a paper which 
has the full confid- 
ence of its readers, 
which is proved 
by the excellent 
response to ad- 
vertisements in its 
columns. 


Particulars of space available for 1954 from 
Miss D. P. Maton, 
THE LIFE OF FAITH, 
33, Ludgate Hill, London, E.C.4. 
CITy 3063. 
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Religious Press Survey 


Readers of the 
religious press do 
not neglect any 
section of the 
chosen journals. 
News columns, 


views columns, fea- 
ture articles are 
all carefully atten- 
ded to. The articles 
are frequently con- 
tributed by the 
“stars” of the 
preferred denom- 
ination. The ad- 
vertisements are 
no less thoroughly 
read. 


the most assiduous sick visitors! 
Most religious papers, however, 
accept patent medicine advertise- 
ments only for products of the 
highest repute, even though this 
may mean turning away con- 
siderable revenue. 

One of the most striking 
features which emerges from an 
examination of the religious 


| press is the number of advertise- 


ments directed to the small saver 

on the one hand by charitable 
appeals (this to be expected, per- 
haps—but people cannot give 
money to charities unless they 
have a margin of income to dis- 
+ of), and on the other hand 

y banks and building societies. 


Readers with savings 


This feature has, indeed, a 
wider significance to the national 
advertiser, for it indicates that 
the readers of religious papers 
have, on the whole, a margin 
for small savings, and small 
savings are not always invested 
in the obvious channels, but in 
such things as pianos, electric 
cleaners, and other forms of 
home improvement, or in educa- 
tion or travel. 


It is this last consideration, 
perhaps, that leads correspon- 
dence colleges to advertise in 
some of the religious periodi- 
cals, and travel agencies to 
book space especially in the 
Roman Catholic and Jewish 
press. 

Such is the pattern of adver- 
tising, at least in the main organs 
of the religious press. What of 
the papers themselves? 

First and foremost, there are 
the religious weekly newspapers, 
most of them on a denomina- 
tional basis, some appealing to 
people of more than one de- 
nomination. The papers range 
from those with large circula- 
tions, such as The Christian 
Herald and The Universe, to 
those serving smaller groups, 
such as the Sunday School 
Chronicle and The Baptist Times 
—about 20 papers in all. Actual 
circulation figures range from 
about a quarter of a million 
downwards. The Jewish 


Chronicle, 
weekly newspaper serving 
Jewish community, is in a cate- 


the national 


the 


only 


gory by itself, 
usual features of a religious 
newspaper with many of the 
characteristics of a secular 
publication. 

Then there are monthly maga- 
zines, denominational and inter- 
denominational, some with a 


combining the 


9446666600000 + 


} Two points for | 
advertisers 


}@ An advertiser who de- 
$ cides touse the religious 
press is given an oppor-} 
$ tunity to use copy that} 
* appeals to the reason 
» rather than simply to 
} establish the name of 
the product. t 
An advertisement ap-} 
pearing in 200,000} 
copies of a religious: 
weekly newspaper may} 
well be read by as many 
people as one in a 
4 different medium with} 
| a circulation five or ten! 
times as large. t 


-~wowo 


special appeal to youth, and a 
few quarierlies. Not least are 
local parish magazines, and 
parish magazine insets. 

A feature common to most of 
the religious papers, weekly and 
monthly, is an increasing circu- 
lation. In some cases the in- 
crease has been quite spectacular 


—the sales of weekly papers in | 


one denomination have muliti- 
plied five-fold since 1938, and 
other groups show smaller, but 
progressive, development. 

Altogether, the religious press 
offers the advertiser an extremely 
varied, but immensely profitable 
medium. It makes no exagger- 
ated claims, but it knows the 
soundness of its position, and is 
indeed a special market with a 
difference—-a difference on the 
plus side. 
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IF YOU 


have a friend 

(or come to that 

an enemy) in 

public relations or 
advertising, give him 
or her, for Christmas, 


a copy of 


LESSER 


FLEAS 


a novel about 


advertising and 


public relations 
that is 


mordacious, ebullient, 


uncomfortably 


pertinent, sadistic, 
coruscating and 
(strange to say) 
eminently readable... 
Lesser Fleas by 

G. R. H. Ellis 
published at 10s. 6d. 


by Hutchinson 
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Success of ‘Read 
a magazine 
to-night” 
campaign 


N INTENSIVE publicity 

campaign to promote the 
sales of magazines in South 
Africa has been carried out by 
the Central News Agency Ltd., 
magazine distributors. Key- 
note of the campaign was the 
slogan “Read a magazine 
to-night.” 

While in London recently te 
join the centenary celebrations 
of Gordon & Gotch Ltd., Adrian 
Berrill, chairman of Central 
News Agency Ltd., said that 
although it was early days to 
give an accurate report of the 
results it could be reliably stated 
that the project had received the 
fullest support from the whole 
of the trade in South Africa. 
Much favourable comment had 
also been forthcoming. 

The C.N.A. is the sole distri- 
butor in South Africa of over 
200 overseas magazines and 46 
local publications. From the 
first it was decided not to harness 
the name of the company too 
closely to the publicity. The 
main purpose was to sell more 
magazines, and it was felt to be 
an added prestige factor that a 
nation-wide co-operative cam- 
paign could be launched with- 
out the need to stress the name 
of the sponsor. 

Well-designed hand lettering 
was used for the slogan to give 
an air of casual informality to 
the announcement. A unit 
showing a roughly drawn arm- 
chair, with an open magazine on 
the arm and a cat curled up on 
the floor, was added to empha, 
sise the feeling of “after-dinner 
leisure.” 

A two-inch double-column ad- 
vertisement was inserted in 132 
newspapers and to ensure that 
no section of the potential read- 
ing public, however small, was 
overlooked, it was run not only 
in the two European languages, 
English and Afrikaans, but also 


a magazine 
oh) to- “night 


Three of the two-inch double 
column advertisements. 


in the Bantu vernaculars of Zulu, 
Sotho, Sechuana and Xhosa. 


Each of the company’s 104 re- 
tail branches carried 29 x 14 in. 
three-colour streamers in English 
and Afrikaans on its windows. A 
more elaborate display piece in 
two languages was used for 
window and counter displays. 


Hundreds of delivery cycles | = 


owned by the company carried 
the slogan, as well as that part 
of the transport fleet not specifi- 
cally employed in the delivery 
of daily newspapers. 
additional reminder, blotters 
with the slogan design were 
widely distributed to business 
houses in the various cities. 


| 
| 
} 


| 


| 


As an. 


The South African Broad- | 


casting Corporation, 


proprietor | 


itself of a weekly radio maga-— 


the campaign, put by B. 
spot messages evides listeners 


to “Read a magazine to-night.” | 


A printed leaflet appealing for 
co-operation was sent to 
C.N.A.’s 4,500 retail agents in 
all parts of the country, who 
were also supplied with 9 x 44 
in. window stickers. 
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* 


When planning an advertising 
campaign in Southern Africa 
consult 


NEWSPAPERS LTD 


24 Holborn, London, E.C.1. Tel. HOLborn 4144 


Cape Town 
Durban 


Johannesburg 
National 


CAPE TIMES 


CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 


SOUTH AFRICAN WOMAN'S WEEKLY 


RAND DAILY MAIL 
SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 


DIE LANDSTEM 
SPOTLIGHT 
FORUM 


STUDIO 
BRIGGS 


ARTISTS AND 
PHOTOGRAPHERS 


a 


One of the impressive window displays of magazines arranged to | 
support the co-operative campaign of the trade in South Africa. 


May we print for you ? | 


2a CORSHAM ST., 
Telephone: CLErkenwell 9743 


and prove that 
first rate workmanship 


need not be expensive 


\ 


re 


LONDON, N.1 


Phone - 
MUSEUM 
8434 
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Trade and Technical Press View point 
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Campaign urges retail fruiterers 


and greengrocers to do 


SERIES of articles in Fruis 

Trades Journal must be 
making retail fruiterers and 
yreengrocers examine — their 
consciences on the question of 
advertising. And well they 
might! How often, if ever, 
does one see a newspaper ad- 
vertisement for a greengrocer’s 
shop? 

Why is this particular sect of 
shopkeepers so conspicuous by 
its absence particularly from the 
columns ot the local — press? 
PP. W. Jefkins, education officer 
of the Society of Diploma Mem- 
bers of the Advertising Asso- 
cmtion, the contributor of the 
articles, says there are three main 
reasons, Firstly, the greengrocer 
18 a busy man, buyer and sales- 
man combined, and he may feel 
he has not the time to dabble in 
advertising something which ne 
may regard with suspicion or 
hostility. Secondly, he is selling 
staples and therefore he may 
think there is no necessity to 
advertise what everyone needs 
thirdly, it is often difficult’ or 
impossible to know prices in 
advance, and therefore he may 
think there is no point in ad- 
vertising if he cannot offer com- 
petitive prices, 

lo break though these three 
rather formidable barriers is no 
easy task, but Jefkins gives the 
fruit and vegetable retailer plenty 
of food for thought. Surely, he 
contends, in answer to the first 
point, it is not so much a ques- 
tion of whether the retailer has 
time to prepare advertisements, 
as whether it is not in his own 
interests to expand his business. 
Advertising can do a job which 
the trader, tied to markets and 
his shop, has not the time to do 

attract new customers 

As for the argument that the 
greengrocer’s products sell with 
out advertising because they 
happen to be necessities, the 
answer here is that potatoes, 
cabbages and cooking apples are 
not the only lines offered. What 
about the luxury and semi-luxury 
produce; doesn't the public need 
to be encouraged to buy these? 
And the price bogey is counter 
acted by the education aspect of 
advertising. For instance, how 
many young housewives know 
the difference between a 
“Granny Smith” and a “Cox's 
Orange Pippin”? Anyway, there 
are always some interesting lines 
which are not subject to sudden 
price fluctuations, 


more advertising 


By SCRUTINEER 


This is a particularly good 
example of the way in which the 
trade press is assisting not only 
its readers (and through them 
its advertisers) but the local 

ress, also. Similar articles are 
xeing published on all sides, 
doing much to prepare the 
ground wal the local ad. reps. 

+ + 

Lxpt R the heading “For 

Ladies Only!”  Confec- 
tioner Baker enlists the aid of 
bakers’ wives in impressing upon 
their husbands the fact that home 
baking, coupled with the increas- 
ing freedom of raw materials, 1s 
well on the way to becoming a 
serious form of competition. 

he appeal is put this way: 

“In your brief and occasional 
moments of relaxation it Is ex- 
tremely likely that you read one 
or other of the mass-circulation 
weekly journals devoted to topics 
of feminine interest May we 
then, with great respect, suggest 
that you bring to your husband's 
notice the increasing attention 
paid to home baking by these 
periodicals? Your husband 

and his craftsmen—simply 
must ensure that their well- 
darned socks are equally well 
pulled-up in the effort to prove 
that for quality and econemy you 
can't beat the baker's cakes! 
Let there be no ground in the 
competitive days ahead for that 
too-often heard plaint: ‘Tm 
sorry, my dear, but I only have 
baker's cakes to offer you for tea 
to-day’.” 

Incidentally, as from the first 
issue in the New Year this 
journal is to be styled simply 
Baker. Announcing the forth- 
coming change they say: “Now 
adays the omnibus word ‘baker’ 
has come to cover all the activi- 
ties and technical skill of the 
British craftsman. It is with this 
fact in mind that this magazine 

which started life in 1877 as 
The British and Empire Con- 
fectioner, Baker and Restaurateur 
and is thus the oldest surviving 
monthly bakery trade publication 

has adopted the streamlined 
title. 
WRITER in British Jeweller 
warns against the “per- 
suasive young man who every 
now and again appears in the 
shop with a tempting offer of 
publicity which will double or 


This oriental-style 
advertisement — tor 
figs which appeared 
in the “Grocers 
Gazette’ was 
noticed by 
Scrutincer who ad- 
mits to having been 
intrigued by it 


treble the retailer's trade.” This 
individual claims, it is stated, to 
be a representative of a com- 
pletely independent trade organ- 
isation which exists solely to 
serve the interests of the retailer, 
and in particular, of the small 
retailer who cannot afford to pay 
for a regular advertisement in 
the local press. The organisation 
asks nothing from the retailer 
beyond a yearly subscription of 
two guineas, in return for which 
the men in charge, who have the 
trade’s interests so much at heart, 
will see that the retailer will be 
given door-to-door publicity in 
his own trading area as a man 
who is operating a_ discount 
scheme. 

“Perhaps some leaflets ad- 
vertising the scheme are scattered 
in the area, perhaps a few house- 
holders send a postal order for 
2s. 6d. to the address on the 
leaflet, but the essential part of 
the scheme seems slow to 
operate,” says the writer. “Where 
is all the publicity that the young 
man talked so much about’? 
Where, in fact, are the cus- 
tomers? In our case, the society 
cannot be traced in the telephone 
book Ihe inquirer also finds 
out that the address given on the 
leaflet is that of a small and very 
innocuous electrical contracting 
firm which disclaims all know- 
ledge of trade benefit societies. 
And so another retailer shrugs 
his shoulders and settles down to 
fight his own sales battles again.” 


* * * 


HE Plumbing Trade Journal 

(which, despite its title, 1 
consider more a “technical” than 
a “trade” paper proper) urges 
the administration of a certain 
amount of “first-aid,” while a 
concerted plan and a lead from 
the Government is awaited on 
coal utilisation It points out 
that the greater part of the re- 
quired measures can be under- 
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Do not — © persprcacious vendor, to order 
ee ape mgr haprany beer 
és 


ADYICE sioeet =e 
TOON. 


ancestors, but a'vo by ¢ mca 


PURVEYOR wl cnet aqnred coder 


CHINESE FIGS 


—NOW MORE POPULAR THAN EVER! 


BATGER & CO LTD, 


CLAPHAM COMMON, S.W.4, TEL: MACAULAY 331! 


taken by the plumber and heat- 
ing engineer, and it 1s in their 
interest to undertake them 

The example of the wastage 
of water caused by a dripping 
tap applies equally to escaping 
heat. Faulty hot water taps, leak- 
ing joints and valve glands, in 
adequate insulation on steam and 
hot water mains and badly de- 
signed installations cost manu- 
facturers thousands of pounds 
annually in enhanced fuel bills 
“They are all small, simple, but 
also immexcusable things.” 

Here is a good lead to the 
plumbers and heating engineers 
to impress on their prospective 
customers the help they can pro- 
vide now. 

#* # # 

NDER the heading ‘Search- 

ing for News,” Plastics tells 
readers: “One of the most 
di‘ficult tasks of the technical 
journalist is to condense the news 
items which pour into the 
editorial offices and to present 
them in a form compatible with 
the restricted space available in 
the journal. He fights an uphill 
battle in an effort to say all that 
should be said and at the same 
time to print all that is really 
‘news. There is a_ clear-cut 
distinction, however, between the 
news that concerns personalities 
and companies and technical in- 
formation which is so voluminous 
as to defeat even the most in- 
genious précis writer. Hence the 
brief notes that appear in the 
pages of Plastics.” 

It is then pointed out that 
there is, however, much informa- 
tion which can be had for the 
asking, and one such fruitful 
source is the Technical Informa- 
tion and Documents Unit of the 
Department of Scientific and 
Industrial Research. Another 
service, from the same organisa- 
tion, concerns details of import- 


“& (Continued on page 592) 
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Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

1 Account 


SHES E DE wrcsty nce re 
Associated Kent Newspapers 


Accounts Office “ve 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Street. E.C.4 
(Central 2786) 


Sell to the Shipping Companies 


through the advertising columns of 


The CHIEF STEWARD 
and SHIPS’ STORES GAZETTE 


The only paper published to interest the Catering 
and Purchasing departments of the Shipping Companies 
and Ship Stores Merchants. 


Send for a specimen copy and rate card 


Chief Steward and Ships’ Stores Gazette, 26/28 Billiter Street, E.C.3 
Telephone No. Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE WEEKLY 
TUESDAYS & FRIDAYS 


Published by 
METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W.! 


aN RR. manor gag 


Foremost in the textile field io 


A FIRST QUALITY PRODUCTION WITH 
EDITORIAL AND NEWS TO MATCH 


JHE KENNEDY PRESS L1D., 31 KING ST. WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS , Ti MPLE AVENUE, E.C.4 


IT’S PRE-MAKE-READY 
TIME NOW! 


for |IPEX 


THE TENTH 
INTERNATIONAL 
PRINTING, MACHINERY 
AND ALLIED TRADES’ 
EXHIBITION 


OLYMPIA—LONDON 
JULY 5th- 16th 1955 


Preparations for this important exhibition are 
going ahead fast. Already over 170 firms engaged 
in printing and its allied trades in Great Britain 
and many countries overseas have booked space 
for their stands; now is the time for you to let us 
know your requirements, if you intend to be there. 


This will be the first post-war exhibition in 
Great Britain entirely devoted to the printing and 
allied trades. Since 1904, “The International 
Printing, Machinery and Allied Trades’ Exhibition” 
has been recognised in the international world of 
printing as the centre for study of the technological 
progress in the printing and allied trades and it 
serves as an international meeting place for the 
interchange of ideas on the production and aesthe- 
tics of printing. bLvery member of this important 
industry should attend this exhibition. 


Special note for Potential Exhibitors. 


All those wishing to book space at this exhibition, 
or who require further information, should write NOT 
LATER THAN JANUARY Ist 1954 to the Organisers, 
F. W. Bridges & Sons Ltd., Grand Buildings, 
Trafalgar Square, London, W.C.2. 


Promoters: 
The Association of British Manufacturers 
of Printers’ Machinery (Proprietary) Ltd. 
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Es $91 . 
, C 
METAL ~ | 
BULLETIN Assi i 
—— ; 7 
‘ TEXTILE MANUFACTURER § 
Se pe 


ADVERTISER'S WEEKLY 


bring the 
advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION Ltd. 
to the notice of lead 
ing producers and 


packers of food 


(ADVERTISING) LTD. 
use & recommend— 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 
9 EDEN ST + LONDON + NW 
EUSton 5911 


$92 


@ TRADE AND TECHNICAL PRESS VIEWPOINT 


—continued 


| ant American technical articles. 


Formerly issued in Britain by 
the Mutual Security Agency of 
the American Embassy, the ser- 
vice has now been taken over 
by the T.LD.U. Detailed ab- 
Stracts are prepared in Washing- 
ton and subsequently transmitted 


' to London, and any reader of 


Plastics can, by stating his field 
of interest to the T.L.D.U., 


| obtain regular details of Ameri- 


' 
| show. 


can development in plastics. 
x * Ba 

A FEW months ago, I 

applauded the initiative of 
Underwear and Stockings (now 
known as Knitwear and Stock- 
ings) in staging a midnight show 
of nightwear at the exclusive 
Astor Club in London's West 
End, which gained valuable pub- 
licity for the appropriate section 
of the industry. Well, the same 
publishers have been at it again! 
This time it was the turn of their 
other monthly trade paper 
Corsetry and Underwear and the 
swimwear section of the industry, 
same place, same sophisticated 
midnight atmosphere. 

Six top-ranking mannequins 
showed merchandise supplied by 
15 manufacturers and the show 
was unanimously voted a bril- 
liant success. It was filmed by 
Pathé Pictorial and has already 
been seen by cinema audiences 
in London and the main pro- 
vincial cities and towns. 

In the November issue of the 
journal, seven pages were de- 
voted to a pictorial report of the 
And on another page it 
was announced that the paper 
will be staging a consumer com- 
petition in connection with next 
year’s National Corset Week, 
with a TV set as first prize, as 
well as a prize for the retailer 
who issues the winning entry 
form. 

Here’s a progressive monthiy 
if you like! 


* * * 


HE latest trade journal to 

include a regular “Buyers’ 
Guide” feature in its advertising 
pages is Confectioner Baker, 
Announcing the innovation, the 
journal says: “We bave fre- 
quently been asked to include a 
guide in which busy bakers 
could quickly locate that elusive 
product, firm or telephone num- 
ber, and which, at the same time, 
would provide manufacturers in 
the trade with a consistent and 
economical medium of advertis- 
ing.” 

The directory consists of two 
sections; one devoted to manu- 
facturers and suppliers of bakers’ 
specialities, machinery and 
equipment, and the other, to 
sundriesmen, grouped under 
geographical headings 

* ok oe 


x D. REM.” who contributes 

a weekly article entitled 
“Counter Points” in the Outfitter 
wonders what will be the even- 
tual outcome of “the present 


orgy of publicity by makers of 
branded goods.” He _ suggests 
that there is fast developing a 
“sales-promotion war” between 
rival makers; a war in which the 
interest of the individual retailer 
is swamped by the stampede to 
sell more and more goods to 
more and more shops, and in 
which “the sanctity of contracts, 
the obligation to honour the 
pledged word in the matter of 
deliveries, repeats, etc., may be 
sacrificed to the god of turnover 
and the idol of the sales-graph!” 
He goes on: 

“Isn't it true to say that some 
of these gigantic advertising 
campaigns result in gross over- 
selling, so that production can- 
not keep pace with orders, and 
customers all over the country 
are let down? Is it not the 
fact that increasing numbers of 
firms, turning towards this 
specialised — bulk - production 
policy, are ceasing to give ser- 
vice, turning down ‘specials’ 
and other aids to retailers 
which were customarily avail- 
able, and rendering the out- 
fitter impotent when his cus- 
tomers require anything which 
is not of ‘standard’ pattern? 

“Are we not in serious 
danger of losing our identity, 
of forfeiting our independence, 
of becoming, to an increasing 
degree, merely slot-machines 
for the distribution of goods 
concerning which we have no 
power to decide the price, the 
style, the range or the 
quality?” 

Comments such as this can, of 
course, stir up interest and com- 
ment, though the views expressed 
are not necessarily shared by the 
editor, as the Outfitter points 
out. 


+ a * 

HE cudgels were taken up by 

Confectionery News in a 
recert issue on behalf of the 
trade against a bulk-buying 
scheme, one of the organisers 
of which had declared that he 
proposed “to introduce into the 
confectionery trade a perpetual 
state of pandemonium.” 

The facts are that a_ public 
company is being formed under 
the style of Recontra Ltd., with 
a share capital of £10,000. The 
subscribers, all retail confec- 
tioners, intend, says the journal, 
that its ultimate function will be 
to buy in quantities far larger 
than those normally regarded as 
bulk orders. As a result, more 
favourable terms are visualised 
than could be obtained even by 
the big multiple concerns. 

Said Confectionery News: 

“The theory has been advanced 

of course that the danger of 

a return to price cutting is not 

imminent because margins of 

profit are smaller than pre-war. 

But if Mr. Black has his way 

there will still be a price war. 

Laudable though the N.U.R.C.’s 

anti-cutting plan is, we cannot 

convince ourselves that this 
will stop Mr. Black and his 


Seven pages of “Corsetry and 

Underwear" were given to a 

pictorial report of a swimwear 
show. 


colleagues from waging and 
winning such a battle if his 
aim to have not five, but 
several hundred shareholders 
of his company in the London 
area, materialises.” 


PAINT, OIL 
& COLOUR 


JOURNAL 


ONLY 


journal in the 


PAINT FIELD 
with 
A.B.C. 
CIRCULATION 


figures 


83/6 FARRINGDON ST., LONDON, E.C.4 
Telephone : City 4788/9, 6640 
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the Paper Consultant! 


You have so much more chance 
ot achieving success when you meet 
to discuss printing matters 
it Spicers Paper Consultant is there. 
His sugeestions on paper 
will help you to get into print 
with all the impact, 


originality, (and economy) you could wish. 
& yy ie 


speak to (aS 


Telephone: CENTRAL 4211 + 19 New Dridge St., London, BC4 


“Packed full of the most useful information 
it will make itself practically indispensable.” 
British Journal of Photography 


BRITISH SOURCES OF 
A point PHOTOGRAPHS 
you cant stretch AND PICTURES 


Edited by G. W. A. NUNN 
The smallest dot, the finest line or the subtlest tone— 


if it’s drawn on Kodatrace in register it will remain in This little book will give more answers to more 
problems than most studiosand librariescan provide. 
It lists over 400 photographers and photographic 
and one that can’t be stretched. agencies as well as numerous libraries, museums and 
art galleries. In each case the facilities available are 
described and actual pictures available briefly in- 
dicated. Other sections deal with publishers of fine 
art prints, artists’ agents, art galleries and fine art 
dealers. Commercial! photographers are analysed by 
counties. There is a subject index which knits the 
work into a very useful and complete reference 
Send for leaflet and test sample book.”’ - Advertiser s Weekly, 


register. That's the main point about using Kodatrace 


Supplied in 30° and 40° widths 
SOLE DISTRIBUTORS in rolls of 20 yards ond half 


ni at Beem 240 pp., Large Crown 8vo, 17/6 net 
H. C. STERN 


CRAVEN HOUSE, 121 KINGSWAY. LONDON. W.C2 From all Booksellers. Published by Cassell 


Telephone HOL 6086 
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ADVERTISER'S WEEKLY 
Survey reveals 
threat to UK 
refrigeration 


ACTS about the astonishing 
recovery which the German 
refrigerating and air condition- 


ing industries have made since | 
the war are described in the | 


current issue of World Refriger 
ation. In an editorial intro 
ducing a survey it is stated 
that “the impact of German 
exports is already being felt, and 
we believe it is of the highest 
importance that our own British 
ideas should be aware ol 
these developments.” 


In 15 pages of illustrated text | 


and advertising WR correspon 
dents in the first instalment 
draw attention to the wide range 
of new models coming from 
German factories which embody 
improvements in equipment and 
technical quality They also 
point out that prices to con 
sumers have been lowered all 
along the line It is claimed 
that the German refrigeration 
industry has now reached the 
standards of other countries and 
can therefore devote increased 
attention to exports. 

According to this survey, the 
German industry now intends, 
with the backing of local power 
stations, to engage in a further 
publicity campaign using the 
slogan “Food can go bad even 
in winter. Make use of elec- 
trical refrigeration.” 

It is claimed by WR_ that 
many of the new German designs 
have been inspired by post-war 
American and British models, 
and that 


equipment made in 


Switzerland, Denmark, Sweden | 
and other Continental countries | 


have also German 
development. 

World Refrigeration is pub- 
lished by Technical Productions 
(London) Ltd. 


inspired 


The new home freezer from the 
International Harvester Company 
in Britain is now being ad 
vertised. 


594 


\ iT! f 
Sf Reaches an in- 
=} fluential section 


of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
solicitors 


Reww 


23 YEARS 
OF PUBLICATION 


a 
ee rage 

neview, LTO. 
FOOD TRADE om, wed 


> Ganeice greecer. uf mor 


European types of | 
France, | 


——— 


2 Fruit Trade 
ARUN or see 


If you sell anything from 
a light bulb to a heavy 
vehicle, the fruit trade 
offers unlimited possibilities 


THE 
FRUIT TRADES’ JOURNAL 


affords complete coverage 
of this vital industry 


6/7 GOUGH SQUARE, E.C.4 CITY 1003/4 


A Established 
- - - 1881 


The Journal of Decorative 
Art & Gritish Decorator 


The Leading journal for al! associated 
with the Painting and Decorating Trade 


CROMFORD HOUSE MANCHESTER 4 


Lubrication —~__ 
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Scientific 


LUBRICATION 


The Essential Complement of Power and Production 


THE ONLY Independent journal devoted 
to LUBRICATION 


Read by Works Engineers, 
Machine Designers, Oil 
Company Executives, etc., 
ALL OVER THE WORLD 


SCIENTIFIC PUBLICATIONS 


8 Walker Street, 
Wellington, Shropshire 


Local Government ~ 
The Surveyor 

AND MUNICIPAL AND 

COUNTY ENGINEER 

The influential journal for all 

advertisers who sell to 

Local Authorities 

Public Works Contractors 

The Building Industry 

Architects and Surveyors 

Advt. Mgr. Aldridge Caldwell 


8 Southampton Row, WC1 
Telephone : Holborn 0452 


‘Transport 


uu 


PASSENGER 
TRANSPORT 


* 


Your announcement in “P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets—every week. 


* 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


ST 


Furnishing Trade — 
SORES, RRR 


The 
Furnishing 


World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, £.C.4 
Tel.; CHA 8844 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 
government. 


4 Clements Inn, W.C.2 
HOLborn 5502 


Th 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 


government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


Packaging 
CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 
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Paper Trade 


ny 


| 


GAS JOURNAL 


Newspaper and expert technical 
weekly 


GAS SERVICE 


The specialist for Gas Sales 
and Service Staffs 


11 Bolt Court, Fleet Street, E.C.4 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


3 TUDOR STREET, LONDON, E.C.4 


Campaign in a 
“Selling” Journal 
“GAS TIMES” —Sellc gas plant, 


appliances and engineering 
equipment 


“INDUSTRIAL GAS" — Sells gas 
fwed furnaces, dryers and gas 
heating equipment 


Both are under the Editorial Direc- 
tron of Dr. W. F. Coxon, M Se, 
, FILM, M inst F 


Enquiries 
ARROW PRESS LIMITED 
157 Hagden Lane, Wotford, Herts 
Gadebrook 2308/9 
Techpres, Watford 


Telephone 
Telegrams 


Good Photography 


Monthly—for all 
amateur photographers 


1 Bott Court, Fleet Street, E.C.4 


Ehining Fourmay | 


Read at head 
office and on 
the mine by the 
Industry '”" 
66 Countries 
Tre Mining Journal - 


don, €.C.2 

Witson St., Lon 
- monarch 2567 
BAe 


ve penerer 


et WOR!tD. 


PAPER@ TRADE 


. -REVIEW | 
FTWE PAPERMARER> WEEKLY 'C mw 
ABC. MEMBER 
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ealth, Hygiene and. 
Sanitation 


tt aa 


MUNICIPAI 
ENGINEERING 
founded 1874 
The specialist weekly journal 
reaching every officer in the 


public health service. 


4 Clements Inn, W.C,2 
HOLborn ¢502 


World's Leading Journal for 
Health, Hygiene and Sanitation 


THE JOURNAL OF THE 
Royal Sanitary Institute 


90 Buckingham Palace Rood, $.W.1 
Circulation 10,266 ABE 


Architecture 
WE 


Public Purchasing 


supplies 


Journal of the 
INSTITUTE OF PUBLIC 


SUPPLIES OFFICERS 
Read by Chief Officers who purchase for 

*® Hospitals 

* Local Authorities 

*% Nationalised Industries 
46 Sackville Street, London, W.1 


Telephone: Grosvenor 7281 


£ Meat Trade 
emai 


Meat Trades’ Journal 
Weekly net sales exceed 


31,000 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


Printing Trade - 


THE BRITISON & miter 


Prim TRADE tex 
Paperé Print 


ARTERLY 


329, HIGH HOLBORN. W.C.I 


BRITISH HOUSING AND PLANNING 
REVIEW 
Largest circulation among local 
authorities and official bodies 
in UK 
Bi-monthly 1/6 
42 Devonshire Street, London, W.1 


Boot and Shoe Trade 


si ia ding 
Britain 8 Le 


Weekly Shoe & 
Leather Trade Paper 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL.: MONARCH 0666 GRAMS. ALSHUNUIE 


Rate card and specimen copy on app! ation 


THE SHOE & LEATHER 


RECORD 


Founded 1556 


The Pioneer and 
Progressive Paper 


GRANVILLE HOLS! 
ARUNDEL ST. LONDON We2 
Tel. TEM 55246 


| this 


ADVERTISER'S WEEKLY 


Spinning ring 
catches the eye 


N ordinary standard piston 
ring Which spun upon its own 
axis and at the same time revolved 
around a US-inch table” top 
fo-med a trailic stopping feature 


of the stand built by John 
Edginton & Co., Ltd, for Well 
worthy Ltd, at the Cycle and 
Motor Cycle Show The ring 
was removable for inspection 


| and when replaced would con- 
tinue to spin round 
installation 
carried 


Lid 


Electrical 
and motivation was 
out by Grant & Kent 


The _ jal piston ring display 


built 
Ltd., 
Motor 


»”y John wry & Co., 
at the 
Cycle 


recent Cycle 
Show for 
worthy Ltd., included a_ piston 
ring which spun round and 
round although with no visible 
means of motivation, 


U.K. technical 
books in Spain 


SPECIAL 
scientific 


and 
Well 


emphasis upon 
and technical 
works has been placed in the 
first large trade exhibition of 
British books to held in) Spain 
for some years. Sent out from 
country by the  Britssh 
Council the exhibition is taking 
place on the Madrid premises 
Later it will be shown in 
Barcelona. 

The show includes books about 
the arts, cheap editions, reprints 
and children’s books. The 1,800 
exhibits have been presented by 
publishers on the recommenda- 
tion of the Publishers’ Associa- 
tion 


Applied science journals 


A selection of some 360 British 
periodicals dealing with medicine, 
pure and applied sciences and 
the arts is being exhibited at the 
same time 

Because a substantial alloca 
tion of sterling has been made 
available to Spanish booksellers, 
there is reason to hope that the 
exhibition will prove of 
to British publishers 


value 
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13 IS A LUCKY 
NUMBER FOR 
INGRID MILLER 


"THERE ARE more comfortable 
ways of coming to this country 
than that forced upon Ingrid 
Miller, sales promotion manager of 
Pearl and Dean Ltd. 
A Viennese journalist who had 
worked in 
Prague, Mrs 
Miller = man- 
aged a last 
minute gect- 
awa from 
the South of 
France in a 
coal ship 
part of a 
British = con- 
voy — making 
the four 
weeks’ = jour- 
ney im con 
ditions of 
appalling filth 
and hardship. 
She considers 
that thirteen is her lucky number, 
for it was on June 13, 1940, that 
she arrived here. 

During the war Mrs. Miller 
worked for the Political Intelligence 
Department of the Foreign Office. 
In 1948 she became an account 
executive with London Press Ex- 
“change, for whom she handled 
Cadbury’s and Ind, —— Three 
years later she became les promo- 


tion manager with Theatre Publicity, 
leaving them when the Pearl and 
Dean organisation was formed. 

In private life Mrs. Miller 1s the 
wife of Cyrus Ducker (of London 
Press a whom she married 
in May 1952. A member of the 
Horsham Poultrykeepers Associa- 
tion, she keeps “ducks, hens, dogs, 
cats, budgerigars, and children!” 
Also she had a goat, but she gave 
him (her?) up. 


* * * 


WHEN | was young (Alas, the 
flying years!") that great matinée 
idol, the late Owen Nares, reigned 
in many a maiden heart, not to 
mention a few married ones. His 
son nall—whe has just committed 
matrimony with Miss Erica Pennell, 
of Folkestone—has chosen a some- 
what less romantic, but not, I think, 
less useful career. He is account 
executive with Crawford’s—Gillette, 
Vauxhall, Van Houten and Martini 
are among his accounts. 


* * * 


"THE FIRST colt bred_ by 
W. E. D. Allen (chairman of David 
Allen & “Sons Ltd.) at his farm in 
Co. Waterford since his return 
from the Middle East four years 
ago is the two-year-old bay gelding, 
Gazi. Mr. Allen has now sold it 
to Col. Harry Llewellyn, hero of 
so many show jumping successes 
with the immortal Foxhunter. Ap- 
parently, ‘Gazi’ means “‘victor’’ in 
Turkish. Let us hope he lives up 
to his name. 


& ADVERTISING MANAGER'S CORNER : 


No Parking 


When you step behind the scenes of the Harris 
organisation you find yourself in London's one 


and only 24-hour yellow-band district. 
In our line of business, 


no parking. 


We allow 
it’s either 


Full Speed Ahead or Stop—and we haven't stood 
still in 40 years. We're all streamlined to give you 


quick answers to your problems, quick service— 
and quick results. So jump on the Harris non-stop 
band wagon—it’s jet-propelled, with the re-heat 


permanently at Max. 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 
HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.| 
Tel.: REG 3295-6 
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Jerry Ames at the wheel of his Fiat (in front) rounds Stowe Corner at 
Silverstone. 


"THE HEAD of Downton’s new 
press and public relations division, 
Jerry Ames, is as well known in the 
motoring world as he is in Fleet 
Street. For several years he raced 
at Goodwood and Silverstone. It 
was he who was responsible for 
arranging, with Brian Johnston of 
the B.B.C., the only live broadcast 
ever to be made from a car during 
a motor race. 

During the war he served as a 
naval officer—for a _ while with 
Nicholas (‘Cruel Sea’) Monsarrat. 
Since 1946, apart from a period as 
a free lance journalist and being in 
charge of a highly technical maga- 
zine, he has acted as P.R. con- 
sultant to a number of organisa- 
tions. 


He captured a 
mystery colonel 


EN HIS book Struggle for Europe, 
Chester Wilmot referred to a 
mysterious “Colonel M.” i 
Colonel Michaels was the Germans’ 
great expert on the British Army— 
and was, incidentally, the only man 
who witnessed the suicide of 
General Médel. 1 have been talk- 
ing to the man who arrested him. 
He is T. E. Allbeury, who recently 
joined the board of E. Walter 
George Ltd. The sequel to the 
— is not without its amusing 
si 

Mr. Allbeury, who was a major 
in the counter-espionage section of 

the Intelli- 

gence Corps 

)}—and who 

was on the 

rack of Bor- 

mann at the 

time — ar- 

rested Mich- 

aels near Hil- 

deshei in 

1945. Mich- 

acls was sent 

to an_ inter- 

rogation cen- 

tre where, 

like a good 

many other 

German 

Army officers, 

he was disgusted at being herded 

together with Gestapo and SS. 

people. Finally he wrote announc- 

ing that he proposed to “make 

other arrangements’’—and escaped! 

Since when Mr. Allbeury has_re- 

ceived a Christmas card from him 
each year! 

Mr. Allbeury, who comes to his 
agency from the general sales man- 
agership of Fisher & Ludlow, the 
great metal pressings concern, 
—_ German, French and Italian. 
He hails from Birmingham, won an 
Exhibition to the University, but 
his father having not much money, 
was unable to use it. So he studied 
externally and took his B.Sc. (Econ.) 
degree, which he has found to be 
of no use at all in his career! 


Grazing rights 


GiRAZING his igs or cattle on 
the common land of the City of 
Coventry is a privilege that could 
be enjoyed by Arthur London—if 
he had any pigs or cattle. This 
zoes with being a Freeman of that 
city, which he achieved after com- 
pleting a five years’ apprenticeship 
with Heritage Peters Ltd., the 
Coventry agency. Of more practical 
value is the right to borrow money 
from the Corporation to start his 
own business in Coventry! Mr. 
London (inevitably called Jack, 
after the author) now joins Ronald 
and Brian Pearce on the board of 
Walter Pearce & Co., Ltd., the 
Bristol agency of which he is studio 
manager. 

Also moving on to the board is 
Raymond Plummer, who has ved 
a big part in the advertising move- 
ment in Bristol. A founder mem- 
ber of the Bristol and West 
Publicity Club, whose emblem he 
designed, he is now chairman of its 
education committee, and is also a 
council member of the Bristol 
Junior Chamber of Commerce. Mr. 
Plummer has two daughters who, 
he tells me, model themselves on 
Ronald Searle characters! 


* * * 


QN DECEMBER 18 the First 
Friday Club will hold a ladies’ 
evening at the Midland Hotel, 
Manchester. 

The First Friday Club, whose 
membership is limited to 50, com- 
prises men who are engaged in 
publicity in one form or another— 
agents, newspaper advertisement 
people, printers and blockmakers. 
t meets for a luncheon on the first 
Friday of each month. This year’s 
chairman is J. Harrop 
(Osborne-Peacock Co., Ltd.). The 
committee are: W. McMillan 
(Manchester Guardian), igh- 
and- (The Westminster 
Press Ltd.) and F. J. Sibbald (lliffe 
& Sons Ltd.); hon. secretary, T. H. 
Harper (Osborne-Peacock). 


Contact 


WEEK'S WISECRACK 


“A 


“Just because we have an 
engineering account the 
art department consider 
they are entitled to go 
slow.” 
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* ok * 

The third Press Club Ball will 
be held at the Dorchester Hotel, 
London, on St. George's Day, 
Friday, April 23 next. 

a a 


Bolton Town Council are to 
allow advertisements on the town’s 
litter bins. 

a ok ok 

The Sole Leather Publicity Coun- 
cil will shortly begin a new pro- 
gramme of illustrated lectures, film 
shows and exhibitions for the 
general public. 

* * x 


A new company in the Smith & 
Nephew associated companies 
roup, Smith & Nephew Ltd., will 
formed to market at home and 
overseas, the products of the two 
members of the group, T. J. Smith 
& Nephew Ltd., Hull, and Herts 
Pharmaceuticals Ltd. Welwyn 
Garden City. 


Jackets off 


Advertising executives should be 
made to do productive work in 
factories, a speaker told Walsall 
Debating Society. But the Society 
rejected his motion, “That modern 
advertising is vulgar and un- 
economic,” by 31 votes to nine. 

ok a * 


The Rufflette tape film starring 
Arthur Aske y was made by Theatre 
Publicity Ls 


The 2D “in a. oe for 
Austin cars, distributed at the 
Motor Show, was produced by W. 
Walker and Ss. 

ok * 


* 

Menu card of the Publicity Club 
of London's Christmas luncheon has 
been designed by the chairman, W. 
Harold Butler. 

* * 


Oldham Town Council has re- 
fused to display on Corporation bus 
windows posters issued by the Muni- 
cipal Passenger Transport Associa- 
tion in campaign against the tax 
on fuel oil. 


In a lather 


Walsall postmen are having to 
work overtime to deliver free 
sample — “ a 


Window bills “pleted, in red, 
ellow and black are being distri- 
uted for National Hair and 
Beauty Week to be held from 
March — 


Maio of os L.1.P. A who last 
year visited the exhibition of Dutch 
paintings at the invitation of Sir 
Gerald Kelly, president of the 
Royal Academy, have received a 
similar invitation to the current ex- 
hibition = — a we 


Edward” ay eae.. of 
licity for the British Lion =n 
Corporation, and Victor Churchill, 
exploitation director, have returned 
to London after a short visit to 
Ireland. 


An article aon a birth of 
“Hoppy,” the new a - 
Simon beer, ae 
Christmas issue Hop. Lea oa 
Gazette, the ty journal of 
& G. Simonds. 


‘Evening News’ 
flying show 


The ee - News is presenting 
a special jubilee display “Fifty 
Years of Flying” at its West End 
Centre, 95 Regent Street, W.1. Well 
over 100 enlarged photographs and 
M) model aircraft are displayed to 
recall the men, machines and events 
that have made aviation history. 
They are presented with the co- 
operation of the Admiralty, Air 
Ministry, Royal Aeronautical 
Society, Science Museum and lead- 
ing manufacturers. Admission is 
free from 9.30 a.m. to 5 p.m. daily; 

3%) a.m. to noon Saturdays. The 
display will remain open until 
January 9 

* * * 

Net sale of the Express in 
November was 4,125,771 copies a 
day. 

uk 


ok ok 
John Bull this week carries 11 
pages of full-colour advertisements. 
ok a 


* 

“Ploughshare blooms in Fleet 
Street glasshouse” is the title under 
which the Investors’ Chron 
(December 5) discusses the London 
Express aaa financial report. 

oa a 


The ouapuitins M rine has 
launched a free book offer scheme 
under which a new subscriber for a 
ear is given one of six famous 

ks of travel and_ exploration, 
varying in price from 12s. to 21s. 


Accent on news 


Remington Rand News has 
changed its format with its Decem- 
ber issuc. It now takes the form 
and something of the style of a 
four-page folio-size newspaper, the 
six columns in place of four help- 
ing to give it a more newsy ap 
ance than hitherto. Inasmuc as 
the News is an “internal” publica- 
tion its contents are largely com- 
posed of domestic news and illus- 
trations The latter include a 
reproduction of the prize-winning 
entry in a photographic competi- 
tion. This monthly house organ is 
—~ for Remington Rand by 

erry —_ Productions Ltd. 
x * 
A wedi ballot is again 
being held by Sporting Record to 
elect a “aes of 7 year. 


A mm * _ I of The Aero- 
, commemorating 50 years of 
powered flight, will be published 
on December 18. 
K a * 

The January issue of Popular 
Handicrafts will include the first 
eight-page ractical homecrafts 
supplement. In future these will be 
a regular addition to the issue. 

ok bd * 


The Christmas number of The 
n Herald (dated December 
19), has full-colour cover reproduc- 
tion of a painting by a modern 
artist, picturing the Wise Men 
journeying through the _ night. 
Printed on Artine paper, it is suit- 
able for ——. 
* 


The an icin of 208 maga- 
zine is to published before 
Christmas—on Wednesday, Decem- 
ber 23, instead of the normal 28th 
of the month. 

fa 


Net sale of the Daily T. 
during =f — rie 5 
copies daily. 


Two pages of advertisements with 
3-D illustrations, —— of a work- 


oe, 8 peared in last week's The 
ochinket. Coloured = spectacles 
a — 
* * 


Wy promotion brochure for 
Tine (Atlantic) analyses the reader- 
ship of this edition by nationality, 
age, education, occupation, busi- 
ness, status in businesses, products, 
homes, cars, radios, cameras, 
watches, drinks, servants, invest- 
ments, hobbies = and cultural 
activities. 

ok * 

Christmas Number of the 
Catholic Herald (December 4) in- 
cluded a full-page colour map of 
“The Shrines of Our Lady” in this 
country. Advertisements for books, 
gifts and charities were prominent in 
a 14-page issue. 


Classified greetings 


Ihe Evening Standard invites its 
readers to send Christmas grectings 
through its small-ad columns at a 
special low rate of three lines 
(about 20 words) for one guinea. 
They will appear on Christmas Eve. 

* * * 

The Christmas issue of 
and Gardens contains 81 
advertisements 20 more 
year. 


Homes 
nagzes of 
than last 


a ok * 

Tickets for the gala ball at which 
the Sunday Mercury’s Coronation 
Girl for 1953 was chosen were sold 
out three days before the event. 

* a % 

The Scottish Motor Show number 
of The Motor World was a 144- 
page issuc. 
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CHRISTMAS NUMBER 


COUNTRY LIFE 


The Christmas Number of Country 
Life is a specially enlarged issue 
containing 146 pages. The issue is 
square backed and in addition to 
all the usual features contains a 
number of special Christmas articles 
The front cover is a full colour 
reproduction of a_ portrait by 
Zoffany, and one of the articles 
inside is an essay on this eighteenth 
century painter. There are 8 

pages of advertisements, 18 of 

which are in full colour. 


* a 

The December 4 _ issue’ of 
Furnishing World carried a 24-page 
supplement on the New Elizabethan 
furnishing style, a ude which this 
newspaper prefers to “contempor- 
ary.” <A 5-page fully illustrated 
article by Paul Reilly was backed 
up by 20 pages of advertising, in 
ey the front cover in full 
colour. 


THE 
SCOTSMAN 


re in 


THE 
4 


SCOTSMAN influences the 


considerable purchasing power 


of Scottish industrial, agricul- 


tural and family markets. 


SCOTLAND’S NATIONAL NEWSPAPER 
MEMBER A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 
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Extra agents 
for gas ads 


The Gas Council have ap- 
pointed an additional agent for 
their 1954 advertising. Ww. H. 
Gollings & Associates Ltd. wil! 
be handling a campaign, the de- 
tails of which are not yet known. 

The appointment will not 
affect the Gas Council advertis- 
ing at present being handled by 
London Press Exchange Ltd. and 
k. Walter George Ltd. 


London scheme for 
Dutch liqueurs 


A campaign to popularise the 
Dutch liqueurs of Simon Rynbende 
and Sons Distilleries Ltd. is to 
spread to London early in the New 
Year. Manchester evening papers 
have already carried advertisements 
for this product. Howards Press 
Advertising Ltd. (Manchester) are 
the agents. 

Buyers and newspaper representa- 
tives attended a liqueur tasting party 


at the Grand Hotel, Manchester, 
last week. 
Using 300 local 
newspapers 


A Christmas campaign is being 
launched for Thermos flasks. Over 
300 local newspapers are in the 
schedule. 

Ihe copy reads: “The present 
problem? | Thermos the answer.” 
The campaign is in addition to the 
normal Thermos advertising in 
national magazines. The agents 
are Hedley, Byrne & Co., Ltd. 


Johnson wax account to be split 


S. C. Johnson and Son, Ltd., 
makers of Johnson's Wax Products, 
have decided to split the advertising 
of their automotive and household 
products between two agencics. 

As from January | Foote, Cone 
& Belding Ltd. have been appointed 
to handle the advertising of all 
automotive products, which include 
Car-Plate and Carnu. Car-Plate is 
one of the biggest accounts in the 
car polish field. Over £23,000 had 
been spent on press advertising for 
this product during the first nine 
aentie of this year. 

Erwin Wasey & Co., Litd., will 
continue to handle Johnson's house- 
hold products. 


New agents for 
bedding account 


F. C. Pritchard, Wood & Partners 
Ltd. have been appointed agents 
for Horatio Myer & Co. Ltd, 
bedding manufacturers. Plans 
for the company's 1954 advertising 
campaign are being prepared. 


Powder softens 
water 


Calgon, an industrial water 
softening powder, is being put on 
the general market by Albright & 
Wilson Ltd. The powder is used 
in addition to detergents or soap. 

Half-paves are being taken in 
home and women's magazines by 


T. Booth Waddicor & Partners Lid. 


| 


\ 
"+S ADMIRALS 


Nat butterflys, nor as 
short-lived ; but our name 


for nearly 10,000 civil servants of the Admiralty who came to 
Bath in 1939. £2 million a year comes to Bath via the 
Admiralty, or £25 a week for every shop in the city. And 
this is on top of the prosperous agricultural, commercial, 
industrial and leisured community that makes the Bath area 
such a rich market for every kind of product. This market 


is easily reached. 


The Bath Chronicle at 9/- P.S.L. gives a 


complete ** blanket " coverage. It is the only evening paper 
printed in Somerset, and its 34,000 daily sale provides 1} 
copies for every house in the city, as well as a healthy 
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circulation throughout this county 
and Wiltshire. 


Bath 4 AND WILTS 
Ua tae. AND HERALD 


Get full details from 


The Advertisement Manager, 134 Fleet Street, London E.C.4, Central 2767. 


Saunders Roe 


goes to Higham 
Charles F. Higham Ltd. have 


been appointed agents for the en- 
tire Saunders Roe Group of Com- 
panies as from January 1. 

This is the first time that one 
agency has been responsible for the 
entre Group, which comprises 
Saunders Roe Ltd., of East Cowes, 
Isle of Wight, builders of the 
Princess and other flying boats and 
helicopters; Saunders Roe (Angle- 
sey) Ltd., Beaumaris, who build bus 
bodies and marine craft; and Saro 
Laminated Wood Products Ltd., 
Isle of Wight, manufacturers of 
Medino partitioning. 


Bloctube Controls of Aylesbury 
are now handling their advertising 
direct. 
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New year launching 
for new soup 


A major national campaign will 
break on Sunday, January 3, for 
a new Symington product—County 
Soups. National Sunday news- 
papers will be used, followed by 
national dailies, including a_half- 
page in the Daily Express, and full 
colour spaces in women’s maga- 
zines. 

County Soups, in powder form, 
will be marketed in two flavours— 
tomato and mushroom. 

The advertising campaign will 
feature the “blind-fold test’ and 
will tell of the 549 housewives who 
sampled the new soup in_ this 
manner. Erwin Wasey and Co., 
Ltd., are the agents. 


In the picture 


New advertising is breaking for 
Telesurance Ltd., whose advertising, 
as recently reported, is now being 
handled by Townend-Smith & 


Hardy Ltd. X 
The schedule includes London 
evenings, provincial evening and 


morning newspapers and the Radio 
Times. 


Peacock Ltd. (Birmingham). 


Ltd., from January 1; 


Ltd., 
Brocklesby Ltd. 


NEW ACCOUNTS: 


Gas Council for W. 


materials, for Donald 


(Manchester). 


Co., Ltd. 
NEW CAMPAIGNS: 


Co., Ltd.) spring campaign 
newspapers and 


(Brewster Owen & Co., 


e AT A GLANCE e 


ACCOUNTS MOVING: 


Horatio Myer & Co., Ltd., bedding manufacturers, to F. C. 
Pritchard, Wood & Partners Ltd.; Johnson automotive products 
to Foote, Cone & Belding Ltd., from January 1, household 
products remain with Erwin Wasey & Co., Ltd.; Thomas 
Woolf Ltd., furniture manufacturers and retailers, to S. C. 


Portman Building Society (national and trade press, posters, 
bus panels and leaflets) for Gordon & Gotch (Advertising) 
Belstass Manufacturing Co., 
makers of weatherproof garments, to Bemrose Publicity Co., 
Ltd. (Derby); Van-Dal Shoes Ltd. to Rooster Publicity Ltd.; 
Baily’s of Glastonbury (Shoes), Clare’s Service, Thomson & 
Co., Ltd., to West Advertising Lid. (Bath); Prima Industries 
makers of motor and cycle accessories, to D. H. 


Martin & Co., furriers, to S. C. Peacock Ltd. (Liverpool); 
Camille Simon Ltd. (trade press), Condanol Laundry Products 
Lid. (trade press), Dutton & Reinish Ltd. (trade press), and 
Externe Co., Lid., for Paul F. Burridge; Dumas, hairdressers 
‘class magazines), for Commercial Advertising Service Ltd.; 
H. Gollings and Associates 
affect advertising handled by London Press Exchange Ltd. and 
Hedley, Byrne & Co., Ltd.; Hague & Mckenzie Ltd., makers 
of Pyramid aluminiumware, to Raynor, Webber & Stiles Ltd; 
Hathernware Ltd., makers of chemical stoneware and faience 
Macdonald 


Edward E. Lazarus Ltd., makers of Excelsior buttons and 
Pikaby trimmings, and W. H. Cornelius Ltd., toy manufac- 
turers, for Froud & Partners Ltd.; Metcalfe & Mundy (Borg- 
ward car), for John Willis Advertising Ltd.; Symington County 
Soups (large scheme breaking early January in national dailies 
and Sundays and women’s magazines), for Erwin Wasey & 


Thermos (Hedley, Byrne & Co., Ltd.) national magazines 
and trade press; Bridlington (Gee Advertising Ltd. (Leeds) ) 
national daily and Sunday newspapers and national periodicals; 
Simon Rynbende & Sons Distilleries Ltd., Dutch 
(Howards Press Advertising Ltd. (Manchester) ), Manchester 
campaign spreading to London; Dolcis (The Winter Thomas 


London evening newspapers; 
(John Haddon & Co., Ltd.) national Sunday newspapers and 
magazines; Gollies, new type of rubber galosh for women 
Ltd.) editorial campaign with trade 
press advertising in the spring. 


Ltd., 


does not 


(Advertising) Ltd. 


liqueurs 


fashion magazines, national 
Wills Whiffs 


Glovers 
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Facts and Figures on Screen Advertising 


eR 


ans coup FILMLETS _ 


<i The Theatre Publicity Filmlet Broadsheet 


This broadsheet is based on the T.P. advertising trade press cam- 
paign, which aroused widespread interest among advertising men. 
It gives full details, including costs and maps of filmlet coverage 
by marketing regions. 


2 The Selling Power of Screen Advertising 


The complete and fascinating story of a remarkable experiment 


TISING in screen advertising. It follows the progress of a twenty-week 


THE SELLING POWER 
OF as 
SCREEN ADVERTISING 


test campaign right from the preparation of the first scripts, and 


gives details of the spectacular results achieved. 


The Theatre Publicity Handbook 


A valuable reference which should be in the possession of 

everyone actively interested in screen advertising. Now 

Ties completely revised, it contains a comprehensive list of all 

Cheatre Ps cinemas available through T.P., (arranged by counties), 

together with prices and seating capacities. Have you an 
up-to-date copy ? 


If you are an export manager or an advertiser with 
an eye on overseas markets, you need this handy 
reference. It gives the numbers of cinemas available 
through T.P. in every continent and includes a use- 
ful at-a-glance map. 

If you need any of these four useful references, 

just ‘phone our Sales Promotion Manager. MAlda Vale 8081 


THEATRE PUBLICITY LTD + Leading Screen Advertising 


A COMPANY WITHIN THE + ARTHUR RANK ORGAN ATION 


WEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) & SALES & PRODUCTION: FILM HOU WARDOUR STREET LONDON, W1 (GER. 9292) 
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Your message is carried 


home to the homes of 
people in Beds, Herts and 
Bucks when you use the 


HOME COUNTIES 
NEWSPAPERS GROUP 


PER TRADE 
Ss COL = PLAT 
INCH RATE 


Rate Cards for individual 
papers on application 


A.B.C. Net Sales 
130,595 
Represented in London by 


WILL KITCHEN, Jr., LTD. 


131 Fleet Street, EC 4 Central 1960 
Head Office: 


MANCHESTER STREET, LUTON 


Phone: Luton 5050 
Advertisement Manager: C. W. Gilder 
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MORE LETTERS TO THE EDITOR (continued from page ii of cover) 
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Does advertising want examination 
qualified executives ? 


Sik,—For some while the 
editorial, feature and correspon- 
dence columns of this journal 
have been enlivened by the con- 
troversy on advertising education, 
and the value of examination 
qualifications. 

The opponents of profession- 
alism look nostalgically back to 
their “good old days” of “bright 
ideas and hunch,” while their 
criterion of success is that of 
ee | the client and retaining 

is business. They have managed 
perfectly well for many years 
with no qualification other than 
that of doing the job... and they 
see no reason for change. 

Others, equally sincere, believe 
that the spending of large sums 
of other people’s money should 
be based on something more 
than intuition and the trial and 
error of everyday experience 
Further, they hold that modern 
advertising covers too large a 
field for all-round competence 
other than by applied study, and 
that expertness in one or two 
particular facets does not entitle 
the belief of “knowing it all.” 

These viewpoints and _ their 


variations are quite well known, 
but surely of overriding impor- 
tance and conspicuously absent 


The Proprietors of 


THE WEEKLY 


SPORTING 


SHOW BUSINESS 


wish to announce that Mr. ISIDORE GREEN is 
no longer connected with the publication in any 
capacity whatsoever 


REVIEW 


THE WEEKLY 


SPORTING REVIEW 
SHOW BUSINESS 


Britain’s Brightest and Best Sport and Entertain- 
ments Weekly has now been greatly strengthened 
editorially, in addition to the appointment of 


ALEX. BAIRD (formerly of George Murray 
(Advertising) Ltd.) as Advertisement Director. 


Telephone : 
WEMbley 5256/7 /8 


All enquiries : 
NEELD PARADE, Wembley, Middsx. 


has been any expression of 
opinion by employers of adver- 
tising executives, and users of 
advertising services. 

With the A.A. and the LLP.A. 
now recognising each other's 
intermediate examinations there 
seems some unanimity as to 
where they stand in the matter. 
Their members account for quite 
a few employers. Do these sup- 
port the official view? 

One sees far more A’s.1P.A. 
and D's A.A.A. offered in the 
“Situations Wanted” columns of 
this publication than required 
under “Vacancies.” 

What of the users of adver- 
tising? Many is the account 
executive who has said that his 
client could not care less whether 
he is an A.LP.A., a D.A.A. or a 
yy A 

Is this so? 

The same client presumably 
uses chartered accountants in 
preference to unchartered ones 
...and qualified legal advisers 
rather than those not so quali- 
fied. A firm probably spends far 
more with its advertising coun- 
sellors than with its legal or 
accountancy advisers, so is it 
unreasonable to expect some 
interest regarding the qualifica- 


tions of those who prepare the 
advertising? 

Does not the proposal for a 
College of Advertising imply a 
planned study course Stewed by 
some test and a certificate of 
achievement? Will such quali- 
fications carry any more weight 
than those existing with people 
who distrust certificated achieve- 
ment anyway? 

The Association and the Insti- 
tute have been holding their 
examinations for about 25 years. 
Presumably they have some sta- 
tistics on the subject. 

Does anyone know the per- 
centage of examination-qualified 
executives to those “unqualified” 
in the various sections of the 
business? 

Either it is in the interests of 
advertising as a whole that its 
executives are qualified to cer- 
tain measurable standards, and 
that such standards are required 
of those who aspire to the posi- 
tions—-or it just does not matter, 
in which case hundreds of people 
annually waste a great deal of 
time, effort and money in con- 
ducting and undergoing training 
for a purpose that is mainly 
useless. 

Whichever way it is, cannot 
we find out? 

W. L. WaLrters-PaGe. 
Wimbledon Park, S.W.19. 


Str,—In your issue of October 
29 a decision of the Manchester 
City Council to seek Parlia- 
mentary powers to ensure that 
permission is sought for the use 
of that city’s arms for advertis- 
ing or any other purpose was 
reported. 

I feel sure your readers will be 
interested to learn that the first 
effective action in this field, so 
far as I am aware, taken by any 
corporation, was by the Cor- 
poration of Kingston upon Hull. 

It is fairly common knowledge 
that to restrain the unauthorised 
or improper use of borough arms 
has long been a matter of some 
difficulty since the one time 
absolute jurisdiction of the Earl 
Marshal over all persons con- 
cerning themselves with armorial 
insignia whether by personal use 
or by tradesmen whilst not 
abolished, has long been dor- 
mant; and being dormant only, 
the ancient jurisdictions relating 
to the grant of arms and matters 
armorial in general may not be 
challenged in any court of law. 
The only action that appeared 

sible was in the strictly 
imited field of the right of 
objection to the proposed regi- 
stration by firms of trade-marks 
which, if allowed, would give 
such firms an exclusive right to 
a trade-mark even if incorporat- 
ing the arms of a Borough. 


Use of coats of arms in trade- 
marks and for advertising 


Knowing of all these diffi- 
culties, my corporation, some 
two years ago, successfully 
sought Parliamentary power to 
restrain the use of their arms, 
culminating in Section 99 of the 
Kingston upon Hull Corporation 
Act, 1952, which received Royal 
assent on August 1, 1952—the 
Section being in the following 
terms :— 

“If any person without the 
consent of the Corporation 
uses in connection with any 
trade business calling or pro- 
fession the armorial ensigns of 
the City (or armorial ensigns 
so closely resembling the same 
as to be calculated to deceive) 
in such a manner as to be cal- 
culated to lead to the belief 
that he is duly authorised so to 
use the armorial ensigns of the 
City he may at the suit of the 
Corporation be restrained by 
injunction from continuing to 
use the same; provided that 
nothing in this section shall be 
construed as affecting the right 
(if any) of the proprietor of a 
trade-mark registered under 
the Trade-Marks Act, 1938, 
and containing such armorial 
ensigns to continue to use such 
trade-mark.” 


Ernest H. BULLOCK. 


Town Clerk, 
Kingston upon Hull. 
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More news about people 


At the Scandinavian Sales and Advertising Association executive meeting 
J El 


in Stockholm U. 
president, 


to r.): 


secretary-general, 
P. Fabricius (Denmark); 
and the director, Folke Stenbeck (Sweden). 


(Sweden); vice- 
livari Alijoki (Finland); 
(See Scandinavian Ad. Costs 


president, 


Probe, page 562.) 


Jack Robson’s 
Xmas party 


Among the guests at Jack 
Robson’s annual Christmas party, 
held in his Fleet Street office on 
Tuesday, were Alan Whitworth 
(director, 1.S.B.A.), B. A. Mead 
(Christchurch Times), L. A. 
O'Farrell (director, fumble, Crow- 
ther & Nicholas), P. M. Hoey 
(Napper, Stinton, Woolies) , a 
Danks (Charles Barker Ltd.), R. C. 
Challenger (T. B. Browne Ltd.), Jack 
fl (late of Pemberton’s) and 
Archie Swatton (late of Haddon’s) 
—both of whom came specially up 
to town from retirement for the 
party—and J. A. Pearce 

ses sass 

* 

E. G. Sebetind, formerly publicity 
officer for the British Hotels and 
Restaurants Association, has been 
wee pointed — manager of the 
mag arketing and Supply 

0. td 


* * * 

R. A. Munro has been appointed 
sales promotion manager, Regent 
Oil Company, Ltd. He began his 
career in the oil industry in 1932 
when he joined the Standard Oil 
Company of California, later 
transferring to the sales promotion 
a rtment of the California Texas 

Company. Mr. Munro has 
previously worked in Britain and 
also had sales promotion experi- 
ence in Hawaii and Holland. 
* * * 

Miss N. E. Harris, managing 
director of Somerville & Milne Ltd., 
Glasgow, has now completely re- 
covered from the operation which 
she underwent four weeks ago. 
She is having a short holiday. 


H. C. Longley new IIPA 
branch chairman 


H. C. Longley, 
director of H. C. Tend ey Ltd, 
Birmingham, has _ been elected 
chairman of the Midland branch 
of the Institute of Incorporated 
Practitioners in L Aguetane, in suc- 
cession - <. 


Alec pa es been “appointed 


overning 


a director of Tullis Russell & Co., 
Ltd., the’ well-known Scottish 
paper makers. Mr. Gemmell, whose 


chief interests are sales and advertis- 


ing, has had over 40 years’ ex- 


perience of the paper trade. He 

joined Tullis Russell from London 
canter 25 years ago, where he had 
been representing a Scottish firm of 

ape merchants. Since joining 

lis Russell Mr. Gemmell has been 
responsible for the company’s busi- 
ness in Scotland and the north of 
England, and he was largely respon- 
sible for building up their business 
in lesland. During the last year 
or two, he has also been in charge 
of Tullis ae : — 


3. EE. I. ton mm. manager 
for Chaseside Engineering Company, 
Ltd., since 1948 until recently, has 
now joined F. E, Weatherill Ltd., 
manufacturers of the ‘‘Weatherill" 
range of hydraulic loading shovels, 
in a similar aaa 

* 


* 

Leslie Todd, .s has been with 
City Display organisation for the 
last eight years, has joined Milford 
Astor Ltd. and is specialising in 
point cf — publicity. 


* 

» A Wotters, recently of a 
Young Service Agency, Edinburgh, 
has joined Spicer Custis & Hatfield 
Ltd., and A. N. Spicer (Advertising) 
Ltd. as account executive at their 
Scottish office. Mr. Watters, 27 
years old, has had five years in 
agency advertising work. 


Seventeen new 
ABC members 


Seventeen new members have 
brought the total membership of 
the Audit Bureau of Circulations 
up to 961, made up of 262 ad- 
vertisers, 198 advertising agents 


and 501 publications. The new 
members are: 
Advertisers: Dolcis (Upsons 


Ltd.); John Hall & Sons (Bristol 
and London) Ltd.; Kangol Wear 
Ltd.; Kiwi Polish Co. Pty., Ltd.; 


Koray | td.; Life Offices’ Associ- 
ation, Marley Tile Co., Ltd.; 
Daniel Neal & Sons Ltd.; Old- 


ham & Son Ltd.; W. T. Ow- 
bridge Ltd. and Somervell 
Brothers Ltd. 

Advertising agents; John Ben- 
ington | td.; R. Frost Smith & 
Co., and Stowe & Bowden Ltd. 

Publi: ations: Express & Star 
(Wolverhampton); Sporting Star 
(Wolverhampton), and Wolver- 
hampton Chronicle. 


ool 
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Members and guests of the 
FLEET STREET COLUMN CLUB 


gave the truly 
magnificent sum of 


£326 10s. 2d. 


last Christmas towards the 


BART’S KIDDIES CHRISTMAS 
PARTY FUND 


a fund which now provides not only for the 
children’s party but also helps greatly towards 
entertaining the older sick and injured folk as 
well. 


A similar collection will be held at this year's 
Christmas lunch please, kind people, give 
as generously as before, and thank you for 
your past kindness 


Donations may also be sent direct to: 
THE STEWARD, ST. BARTHOLOMEW’’S, E.C.! 


WN WW NW NN WNW 


HENRY “cr & SON LTD. 
High Class I inlors of I 


inting of 
: » letterpress Pr! 

- ee for the let - OSter®, 
pom. sete leaflets, catalogues anal atten- 
brochures the immediate perso er 

will mon of | of the London Manager. 
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FILMS 


F eRRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—ano longer is is 
necessary to wait several days, or weeks ,whilst films 
are being processed by a centralised laboratory. 
Ferraniacolor films are available in 35 mm. 20 exposures, 
in cassettes @ 11/44. plus 3 tid. P.T. (refile 8 10 plus 3)- 
PT. ) or F20 roll films @ 9 td. plus 3/24 

for free booklet: “How to Use Resa "Film" send a 
postcard to Neville Brown & Co. Ltd., 77 Newman St., W./ 


AND 
SEE 


RESULTS 
‘SAME 
_ DAY 
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ADVERTISER'S WEEKLY 


Creative Circle’s booklet 
sent to art schools 


About 200 copies of the Advertising Creative Circle's 
eagerly-awaited booklet, “The Artist in Advertising,” went 
out to principals of commercial art schools all over the 
country last week. Recipients will be asked to state how 


many further copies their 
students will need. 

This is the culmination of an 
inspiring story which began in 
the early days of the Circle, and 
in which Phillip Boydell, head 
of a creative group at London 
Press Exchange and past presi- 


dent of the Circle, has played 
the chief rédle. It was born of 
the conviction that the Circle 


should do something to help 
students in’ commercial — art 
‘chools to understand the oppor- 
tunities, requirements, and 
peculiarities of the advertising 
profession. 

Meeting with about a dozen 
art school principals bore fruit 
im various ways, including lec- 
tures by Circle members, their 
—_ on schools’ governing 
yoards, and the organisation of 
holiday training and scholar- 
ship schemes. 

But it was felt that an explana 
tion of the business of advertis 
ing, as it affected art students, 


Phillip Boydell 


should be made in print. The 
Artist in Advertising is the 
result It was written by Mr. 


Boydell in consultation with two 
other members of his committee, 
George Butler (the J. Walter 
Thompson Co., Ltd.) and James 
Fitton (C. Vernon & Sons, Ltd.), 
and with the Ministry of Educa- 
tion 

As regards finances, _ the 
Ministry considered that, as the 
book was written for students, 
it Was something which students 
themselves could produce as an 
exercise in printing and typo- 
graphy, This task was entrusted 
to the typography department of 
the L.C.C. Camberwell Schoo! 
of Arts and Crafts, James Wright 
being in charge of the depart- 
ment. Cost of paper and bind- 
ing has been defrayed by the 
Circle. About 1,700 copies have 
been printed. 

The booklet consists of $2 
attractively printed pages, with 


a semi-stiff light buff cover and 
the title in brown. In it Mr. 
Boydell has explained clearly 
and concisely the rdle of adver- 
tising as a part of marketing, 
the clients’ problem, the creative 
problem, the needs of the de- 
signer, the function of | the 
commercial art studio and the 
free lance artist, aspects of the 
design of packages, booklets, 
leaflets, posters, exhibitions and 
window displays. He also gives 
the student invaluable advice on 
when to look for a job, the right 
people to approach, and the sort 
of things they want to know. 

Illustrations show — creative 
personnel at work and booklets 
and posters being printed. The 
frontispiece is of a girl student 
with a large folio under her 
arm waiting hopefully at an 
agency's reception desk 

Ihe comment of a Ministry of 
Education official, in a letter to 
Mr. Boydell, was: “I can only 
hope that the advertising indus- 
try will gain as much advantage 
by the issue of this publication 
as the art schools and _ their 
students most certainly will.” 

Copies of the book have been 
sent to art school inspectors for 
discussion with school principals 
during their visits, 


} HARD TO DEFINE 
‘PRODUCTIVITY’ } 


That productivity is difficult 
to define was emphasised in the 
Birmingham “Evening Despatch” 
— slogan competition. 
fowever, 2.000 people thought 
it worth while trying to improve 
on the suggestions offered by 
entering the competition spon- 
sored by the “Evening Despatch” 
and the Birmingham Produc- 
tivity Association. 

% Prizes were offered to the 
value of £200. These included 4 
a Bendix washing machine, a 
vacuum cleaner and other 
domestic items and were given 
by manufacturers and traders 
interested in productivity. 4 


7 


More publicity for 


export credits 


Philip Jones, deputy chief 
press officer to the Board of 
lrade, has been appointed press 
and publicity officer to the Ex- 
port Credits Guarantee Depart- 
ment. 

This is a new post and follows 
the recommendations of the 
Government's select committee 
on estimates that there should be 
wider and more positive publicity 
to get the service better known. 
An advertising campaign in man- 
agerial magazines’ will be 
launched next year. 


This large stand is used by Temple Press to display copies of ‘‘Farm 


Mechanization" 


and its associated books at the Smithfield Show. 


Features 


of the stand are blown up cutaway tractor drawings, photographs and the 
“Farm Mechanization” standicator, which enables the position of other 
stands to be ascertained at the touch of a button. 


Third ‘Courier’ exhibition with 
400 entries is biggest yel 


_ The third, and biggest, Courier 
Exhibition of Fine Art is now 
on display at the Galleries of the 


Royal Society of Painters in 
Water-colours, where it will 
remain throughout next week. 
Organised by Major Norman 


Kark, editor of Courier, with the 
assistance of Francis Butterfield, 
art editor, the exhibition com- 
prises about 400 non-commercial 
paintings, water colours, draw- 
ings, and carvings by people 
connected with advertising, print- 


ing, publishing and industrial 
art. 

These exhibitions originated 
from Major Kark’s perception 


that many of the pictures sub- 
mitted to Courier, though non- 
commercial, possessed consider- 
able artistic merit and deserved 
public showing. Not merely has 
he provided the opportunity for 
this, but he charges neither a 
hanging fee to the artists nor an 
admission price to the public. 
Ihe reason why Major Kark 
holds the exhibition at this 
period is to enable the public to 
buy some of the pictures as 
Christmas gifts. 


From nudes to embroideries 


Though there was no official 
opening, a considerable number 
of well-known, and less well- 
known, advertising people were 
present on Wednesday, the first 
day, when Miss Doris Richard- 
son, a director of Norman Kark 
Publications, acted as hostess. 

The exhibition is notable for 
its range, including as it does 
landscapes, seascapes, street 
scenes, exterior and interior 
studies of buildings, nudes, 
flower studies, still life, mountain 
scenes, wood carvings and even 
silk embroideries. Apart from 
three or four abstract essays, the 
general style is traditional and 
attractive. 

Two geniuses who contributed 
are Leonardo da Vinci and 
Raphael, a few of whose actual 


original drawings, which have 
been reproduced in Courier, are 
on display. 

A notable contributor of the 
present day, who used to work in 
a process engraving plant in 
Edinburgh, is the celebrated 
arust, Sir William Russell Flint. 
Among his pictures is a charac- 
teristic study of  half-nudes, 
which is inscribed: “For Major 
Norman Kark, with admiration 
and warm regards.” 

Foornore: The exhibition was 
publicised in the art sections of 
the quality Sunday and daily 
papers. It also received a men- 
tion in “In Town To-night,” last 
Saturday. 


Nielsen tie-up 


with journal 


For the first time, the A. C. 
Nielsen Company, of America, 
is to make available detailed 
results of local consumer re- 
search through a_ publishing 
house. 

The Cleveland Plain Dealer 
will publish, bi-monthly, the 
results of Nielsen research in 
consumer grocery buying in 
Metropolitan Cleveland. Pro- 
ducts to be covered at the outset 
are: margarine, butter, package 
detergents, coffee, tea, mixes, dog 
foods, powdered milk and frozen 
foods. 


Data to be analysed 


Data, to be analysed by store 
classifications and economic 
areas, will include: consumer 
take-away, distribution, _ retail 
stocks, number of months’ 
supply, average retail buying 
price, average retail selling price, 
independent retailers’ gross pro- 
fit, and dealer “push” by means 


of displays, local advertising, 
feature prices, and coupon 
redemption. 

The British branch of the 


Nielsen company is at Oxford. 
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DECEMBER 10, 1953 


FIRST-CLASS GENERAL ARTIST 


required 
to produce good slick roughs and 
finished artwork, including figure 
work 40 hour week and no 
Saturdays. Experienced men only. 


also 


LETTERING AND STILL LIFE ARTISTS 


required 


Write of ‘phone for appointment 
to MR. GIBBS 


MAXWELL CLARKE Ltd. 


34/35 High Holborn, W.C.1. CHAncery 4565 


ESSEX 


CALCULATING SERVICE 
LTD. requires temporary Comptometer 
operators to work in all areas. The 
position would offer fairly regular 
work in and around your own district 
and would be particularly suitabie for 
married women who are unable tw 
take a permanent position through 
domestic ties. An excellent salary is 
offered to fully experienced applicants. 
Seven Kings 9933. Paddington 4070. 


JUNIOR EXECUTIVE 


required 
for Publicity Department 


of important national advertiser with offices in 
West End of London. Applicants should be 
young, versatile and enthusiastic and have 
had at least three years’ experience in an 
Agency or Advertising Department. A good 
overall knowledge of advertising and ability 
to see a job through from first rough to final 
proof are essential. Duties will also include 
Assistant Editorship of the Company's House 
Magazine. Commencing salary £460. Write 
to:— 


Box 6268 
Advertiser's Weekly 180 Fleet St EC4 


cf 


ERATOR required for still life object 
work in Central London commercial 
photographic and art studio. Must 
have experience of general commercial 
photography. Write full particulars 
Bow 6127 Ad Weekly 180 Fleet St POS 


KETOUCHERS specialising in high-class 


acrograph work and general still life 
required for newly opened art studio 
offering excellent working conditions in 


the centre of London Long-term 
service agreements offered to suitable 
applicants Write stating experience 


and salary required to Technical Artists, 
104-112 Marylebone Lane, W.1. 


603 


CLASSIFIED ADVERTISEMENTS 


insertions MUSI 
Weekly,”’ 180 Fleet Street, London, E.C.4. 


. Series rates on 
BE PREPAID. Address 
CHAacery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations 


is excepted 


the provisions 


inch. All 
Minimum, 3 lines. Box No. 
ication: 
“Advertiser's 


other 
all 


Vacant: “The engagement of persons answering these advertisements must 


applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
she, or the employment, from 
Notificatioa of Vacancies Order 1952." 


of 


in thew respective field 


conscientious men are thoroughly 


specimens at this stage please 
confidential 


the 
appreciated at 


18th JANUARY, 1954 


Will see the formation of an absolutely crackerjack studio to round off an existing 
and successful group of freelance artists and photographers 
available in the beginning depends almost entirely on the quality of the applicants 
and we are keen to hear from all men (or women) whose work is of a high standard 
will be 


The number of jobs 


sort of studio where good and 


more than face value 


THE MOST SUITABLE APPLICANT WILL BE APPOINTED AS STUDIO MANAGER 


Write to the Managing Director giving full details of previous experience (no 
All letters will be answered and treated as 
Get your pens out—atter all what can you lose? 

Box 6269 
Advertiser's Weekly 180 Fleet 


St London EC4 


SCHEDULE TYPIST with knowledge of 


shorthand required by West End Ad- 
vertising Agency, 9.30-5.30. No Sats 
Canteen on premises Apply, stating 
age, experience and salary required to 
Box 6181 Ad. Weekly 180 Pleet Si PC4 

FEMALE ASSISTANT to 
Some experience. Typing. 
Publicity Service Ltd., 
Bond Steet for appointment. 
fair 7571.) 


Space 

Phone: Rex 
131/134 
(MAY - 


Are there 
no artists ? 


(Still life, rough visual, 
lettering, adaptations) 


WHO WANT €8 P.W. 
A HAPPY HOME AND 
NEVER A DULL MOMENT 
Write, stating sex, age and 
experience to : 


Box 6252 
Advertiser's Weekly 180 Fleet St EC4 


PRINTING VISUALISER 
REQUIRED 


Central London. The vacancy calls 
for an experienced designer, age 
group 25/35, capable of producing 
quick visuals for all forms of printed 
publicity material. Versatility, a 
strong sense of advertising values 
and a keen eye for type and illus- 
tration are essential qualifications 
Write fully, age, experience and 
salary required to: 


Box 6229 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING CANVASSERS. 


ARGE LONDON STUDIO (Holborn) 
require representative with existing 
accounts, particularly enginecring and 
furniture. 

Box 6128 Ad. Weekly 180 Fleet St FC4 
MPROVER, good at lettering, required 
in studio of well-known Advertising 
Agency Some studio experience 
Phone Studio Manager, MAYfair 7571 
for appointment 

One or 
two experienced men for Golf and Hunt 
book business. References essential 


Apply 
Box 6227 Ad. Weekly 180 Fleet St EC4 


ASSISTANT WANTED for all-round 
duties in Publicity Department of 
Scenufi Instrument makers Must 
have flair for writing technical copy in 
good, mple English and have a 
knowledee of and interest in wencral 
science Work will include lay-out, 
proof reading and gencral work in 
preparation of catalogues, leaflets and 
advertisements, assistance in exhibition 


arrangements, etc. Five-day week, can- 


teen facilities, superannuation Please 
apply, stating age, experience and salary 
required ¢t 


Box 6237 Ad. Weekly 180 Fleet St EC4 


| 


PUBLISHERS of foremost & 


chnical 


journals wish to contact energetic young 
man with good sales record with view 
to promotion to Advertisement Man- 
ager, Write full details to 

Box 6238 Ad. Weekly 180 Fleet St b04 


MANAGER 
required 


Excellent 


leading London Studio for 
young man (22 to 30 years 


Write in confidence to : 
Box 6251 


STUDIO PRODUCTION 


opportunity occurs 


experience of Studio Production 
Must have ability to control Studio 
Staff and keep Press Schedules 


Advertiser's Weekly 180 Fieet St EC4 


in 
lithe 
with 


MAKE-UP AND COPY CLERK age 


21-30) «required by large London 
Magazine Publishing House Must be 
experienced Staff canteen Pension 
fund and five-day week, Write «ating 


ave, experience and salary 


required 


Box 6232 Ad. Weekly 180 Fleet Si BC4 


Director level 


CONTACT MAN 
for group of companies engaged in D: 
Sign and Exhibition Production 


Please write to Sales Oiwector, 
Box 6175 
Advertiser's Weekly 180 Fleet St 


SEX NO BAR 
TO OPPORTUNITY 


Managing Director of old-established medium size London Agency 
requires a personal assistant of either sex to replace a valuable 
“right-hand "’ retiring after twenty-six years’ service 
had Agency experience and have a capacity for work plus initiative 
and an orderly mind. a pleasing personality and a liking for responsi- 
bility, this is a job you will like. If you have these qualifications and 
can type with speed and neatness, you can count on security, pro- 
gress, and an existence vastly interesting even if sometimes hectic 
If you want this job, try to convince me that you deserve it by setting 
out your qualifications, experience, age and commencing salary 
required, in a letter addressed to 

The Managing Directcr, 
Box 6250 
Advertiser’s Weekly 180 Fleet St London EC4 


if you ha 


Big income awaits ambitious 


Indu 
Design Technical and Consumer Advertining 


play, 
tral 


EC4 


ve 


j 


‘Phone your Classifieds to CHA 8844 (Ex 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


A Technical Writer 
is required 
to complete catalogue leaflets and 
service manuals for aircraft electrical 
equipment. Applicants must have 
concise style and be capable of 
working from engineering drawings 
Electrical knowledge essential Write 
stating age, experience and salary 
required to :— 


PERSONNEL DEPARTMENT 


ROTAX LIMITED 


Chandos Road, Willesden Junction, N.W 10 


ADVERTISING 


— 

RETOUCHING ARIST (Freelance) 
wanted Machinery expericnce neces- 
sary Only good class work wanted 


Box 6244 Ad. Weekly 180 Fleet St bC4 
AGENCY MANAGER, 
A vacancy occurs in) the North 
for a young and energetic assistant who 
has had some years of experience in 
all branches of Agency work One 
with copywriting ability preferred 
Send full particulars to 

Box 6247 Ad. Weekly 180 Ficet St 'C4 


Top Flight Representatives 
for Showcards and Cut-Outs 


required for 


Lancashire and Yorkshire 


Only applicants of highest proven capabilities 
and those who are experienced in dealing 
with principals and senior executives need 
apply 
expenses are guaanteed§ Applicants must 


High salary, commission, car and all 


have established connections with national 
advertisers. This position offers unlimited 
scope and income to right men but only 
first-class men with large and live connec 


tions will be considered 


Applications to:— 


WEDEKIND & CO. LTD. 
46 Camden High Street, N.W.1 


“Phone: EUSton 1857 of EUSton 8157 
LONDON PUBLISHING HOUSE re 
quires young lady assistamt Lo 
Advertisement Manaver of Trade Mag 
avine Position calls for ability to 
take responsibilty and act on own 
initiative Applicant must be a typist 
and cxpericnced in general advertising 
routine including copy, blocks, et 
Axe, experience, etc., te 
Box 6239 Ad. Weekly 180 Pleet St 104 
ADVERTISEMENT REPRESENTATIVE 
required tw represem large group of 
newspapers to advertising agents and 
national advertisers in Scotland. Must 
be experienced and a Scot and resice 
in Glasgow-Udinburgh area Good 
post for right man Apply stating age, 
expericnce and salary required to 


Box 6240 Ad. Weekly 180 Fleet St bC4 


Box 6096 
Advertiser's Weekly 180 Fleet St EC4 


25) 


COSMETICS 
Womon 25-35 
with executive experience in perfumery, 
cosmetics, journahsm or advertising. requued 
to train for important position im large 
international business. Full details of ability, 
experience, age and present selery, to 


NEW YEAR NEW kon? London 
studio of specialist point<f-«ale adver- 
tising concern has vacancy for 
Experienced Cut4 ut Showcard 
Desivner. Position requires modern 
saleable ideas and flair for half4one 
colour design, Salary according to 
merit, five-day week, good working 
conditions 


Write 
Box 6261 Ad. Weekly 180 Fiect St BC4 
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ADVERTISER'S WEFKLY 


DecemBer 10, 1953 


CLASSIFIED ADVERTISEMENTS 


COPYWRITER 


WANTED 


Owing to expansion an exceptional 
opportunity now occurs for a man of 
outstanding ability to join our campaign- 
planning and copy department. 


Essential qualifications are some years 
of advertising copywriting 

experience and much energy and 
versatility. Age about 38. 


Salary will be matched to the talents 
of the applicant accepted and 
opportunities for further advancement 
will be excellent. 


Candidates should write stating their 
experience and qualifications to: 


General Manager, 


McCANN-ERICKSON ADVERTISING, 
LIMITED, 


Brettenham House, 
Lancaster Place, W.C.2. 


APPOINTMENTS VACANT ; 
answering 


A MARKETING EXECUTIVE 


responsible to Sales Manager 
is required 
by a well-established London Company. Good Education, 
preferably University Degree, experience of sales pro- 
motion, advertising and marketing methods in substantial 
firm(s) are essential. Age limits 30 to 45. Salary £1,000 
to £1,250 according to experience. Write full personal 
particulars and details of experience and salaries earned, 
to :— 
Box 6270 
Advertiser's Weekly 180 Fleet St London EC4 


OUTDOOR ADVERTISING. Freelance 
inspector wanted immediately for buses 
and tubes in London. State age, 
experience, terms. 

Box 6234 Ad. Weekly 180 Fleet St BC4 

COPY DESPATCH. Young Lady 14/20 
wanted by a Fleet Sueet Agency's 
Production Dept. Previous experience 
with Press schedules and copy-typing 
essential. Ordering of blocks an 
advantage. 9 A in writing, stating 
age, experience and salary ayy ae 
Box 6235 Ad. Werkly 180 Fleet St E 


ADVERTISEMENT 
MANAGER 


required 
by leading publishers located in 
London, for a range of technical 
journals. Applicants must possess 
administrative ability in addition to 
selling qualifications 


The appointment offers good 
prospects for a man with the right 
type of personality. Preference 
will be given to those in the 30 
to 40 year age group 

Reply, giving details of experience, 
age and salary required to: 


Box 6231 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 8/H TYPIST required 
to join Advertising Agency on January 
4, 1954, two wain as Secretary to Account 
Executive. Five-day week, 9.30 a.m 
to $5.30 p.m. Salary £7 p.w. Write 


Box 6236 Ad. Weekly 180 Fleet St EC4 | 


SMALL PUBLISHING FIRM specialising 
in estate agents and airline publications, 
requires space salesman from January 
4. Ample remuneration. Genuine 
applicants only considered. Fullest 
Particulars to 
Box 6233 Ad. Weekly 180 Flect St EC4 


ARMSTRONG-WARDEN 


tequire « 


GOOD LETTERING ARTIST 


preferably with agency experience. 
Telephone Studio Manager 


TEMple Bar 6351 
for an appointment. 


EXPERIENCED SPACE SALESMAN to 
work on Street Guides. Must be able 
to work on his own initiative. Apply 
Ace’s Agency, Thurland Sweet, Not- 
tingham. Tel. 53524/5. 


VISUALISER 
LAYOUT ARTIST 


required to produce ideas and slick 

presentation layouts for varied and 
9 t Exp in 

fashion advertising advantageous. 

Agency experience and good typo- 

graphical sense tial. Write in 

first instance, stating age, experience 
and salary required. 


CONROY WYKES ADVERTISING LTD. 
16 Russell Gardens Mews, Kensington, W.14 


ARTIST REQUIRED for expanding 
Publicity Department of large and 
Progressive engineering works. Ex- 
perience in execution of finished 
drawings for blocks. Knowledge of 
lettering and typography an advantage. 
Excellent conditions, five-day week, 
pension scheme. Apply to Publicity 
Manager, Ruston & Hornsby Ltd., 
Lincoin. 


An Unusual Vacancy Occurs 

in a Specialised Advertising 

Agency Servicing Catalogues 

and Technical Sales Literature 
of all kinds 


The job calls for a man who can 
quickly draw up workable printers’ 
layouts from material supplied 
without the need for lavish author's 
corrections. The vacancy should 
appeal to one with experience in 
the advertising dept. of a whole- 
saler or manufacturer producing 
a wide range of products. In 

ddition to catalog we also 
handle the normal type of agency 
work and can promise a good future 
to an energetic man. Please write 
full details of your experience, 

salary, etc., to: 
Box 6267 

Advertiser's Weekly 180 Fleet St EC4 


| ADVERTISEMENT SPACE 


| 


REPRESEN- 
TATIVE required by publishers of very 
high quality, specialised, Textile Trade 
journals. Experience in textile field 
an advantage, alternatively experience 
on the highest quality journals of other 
industries. Write in full, om. —, 
ence and salary a. 
Publications Ltd., 7" Hertford ion 
London, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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DecemsBer 10, 1953 


APPOINTMENTS VACANT 


GENERAL ARTIST 
REQUIRED 


Central area, with at least five 
years’ practical experience. Must 
be versatile and capable of pro- 
ducing finished artwork to a high 
standard for all classes of press and 
printed advertising material. Figure 
work useful but not essential Full 
details age, experience and salary 
required to: 


Box 6230 
Advertiser's Weekly 180 Fleet St EC4 


STUDIO BOY required by a Mayfair 
advertising agency Opportunity to 
learn and progress in creative adver- 
tising. Phone: MAYfair 4847. 

EXPERIENCED COPY WRITER re- 
quired, age 30-40. Must have first-class 
experience preferably with Advertising 
Agency, be capable of writing closely 
to any given advertising material and 
have experience of caption and cx- 
hibition work. University tearee 
desirable. Salary according to age and 
experience. Pension fund rights. Apply 
in writing to Shell Petroleum Company, 
Staff Department R/F, St. Helen's 
Court, London, E.C.3 

KEEN YOUNG MAN or woman re- 
quired as Advertising Space Salesman 
for Tribune. Good salary plus com- 
mission. Full particulars to the Business 
a al Tribune, 222 Swand, London, 


TECHNICAL ARTIST, engincering back- 
ground, required for very interesting 
position in Publicity Department of 
large and well established manufac- 
turers of diesel engines and gas tur- 


bines, etc. Ability in mechanical 
drawings for reproduction and in 
retouching of technical photographs. 
Excellent conditions, five-day week, 
pension scheme Apply to Publicity 
Manager, Ruston & Hornsby Ltd., 
Lincoln 


YOUNG LAYOUT ARTIST 
required by 
STEPHENS ADVERTISING SERVICE LTD. 
11 New Court, Lincoin’s inn, W.C.2 
2-3 years’ Agency experience essential and 
ability to produce good slick layouts and 
some finished work 


Apply to STUDIO MANAGER 


SENIOR SHORTHAND/TYPIST 
Advertisement office. 
Box 6259 Ad. Weekly 180 Fleet St EC4 
JUNIOR PRODUCTION MAN required 
with 


for 


two to three years’ agency 
experience for progressive position 
with leading London agency, Full 
details to 


Box 6264 Ad. Weekly 180 Fleet St EC4 
ARTIST, experienced 
finished drawings, 

End. 

Box 6254 Ad, Weekly 180 Fleet St BC4 
FIRST CLASS GENERAL ARTIST 
required to produce good slick roughs 
and finished artwork, including figure 
work, 40 hour week and no Saturdays. 
Experienced men only. Also Lettering 
and Sull Life Artists required, Write 
or ‘phone for appointment to: Mr. 
Gibbs, Maxwell Clarke Lid., 434/35 
High Holborn, W.C.1. CHA 4565. 
PRODUCTION. Experienced Agency 
trained Production Man required for 
London Agency, to take charee of 
accounts, Sound knowledge of process 
work and typography essential. Write 

fully to 

Box 6255 Ad. Weekly 180 Fleet St BC4 
JUNIOR ASSISTANT required for 

Production Department of small West 


layout, lettering, 
required for West 


End Agency. Good opening, five-day 
week, Write giving age, experience, 
etc., to 

Box 6257 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 


required by National Organisation. 
Salary £8 p.w., commission, expenses. 
Box 6258 Ad. Weekly 180 Fleet St BC4 


GOOD ALL-ROUND ARTIST required, 
salary £14 per week. Write, giving 


details. 
Box 6132 Ad, Weekly 180 Pleet St EC4 


EXPERIENCED DISPLA 


& J, 
Sereet, 


Clark Lid., 
Somerset. 


shoe 
He 


highest class, 
experience of 
and be able 
marked 
ITALY—Well 
tising agency 
immediately an 
advertising man 
advertising 
stage. 


“Private’™’ to 


May be visualiser 


ing 
ability 


layout 
an 


artists, 
advantage. 


age and unmarried, and 
be fluent in French), 


imately £1,500. Appl 
Box 6262 Ad. 


experienced 
capable 
from market 


Y MAN *re- 


quired for Display Department of C. 


manufacturers, 


should be able 
to create as necessary displays of the 
should have a practical 
all production techniques 
to take charge. 

Personnel 
known American adver- 


Replies 
Dept. 
Milan needs 
creative 
of initiating 
investivation 
or copywriter, 


but if latter must be capable of direct. 


Administrative 
Candidates 


Should preferably be under 35 years of 


have linguage 


ability Cif no Italian, must at any rate 
Salary approx- 


ply 
Weekly 180 Fleet St EC4 


LAYO 


to head 


ARTIST 


fashion group 


Write stating experience 
and salary required to : 
JAMES HILLMAN 
Art Director 
THE ROBERT FREEMAN 
COMPANY LIMITED 
22 Hill Street, London, W.1 


UT 


up 


SPECIFICATION, 
preparation of 

photographs, 

drawings 


line 
models 


have had 
ing. Ability to do 
touching would be 
Salary berween £352 (at 
per annum, Write, 
qualifications and 
Employment Exchange, 
no, Didoot 259. 
TECHNICAL 
established studio 


sion and honus schemes, 
Bateman Artists Litd., 


artist /craftworker 
Box 6266 Ad 
ADVERTISING 
quires competent 
with above 
Applicants 
hard at a 
accuracy 


Fleet 


need apply 
Box BIC 123, 


9.30-5 30 
15 Hill Se 


Technical 
required at A.E.R.E, Harwell, 


experience 


109 


CAN YOU MAKE MODELS? 
ing permanent creative career for lady 


~ 
Illustrator 
for the 


illustrations from 
or 
Candidates must 
experience in this work, or alternatively 
adequate technical 


enginecring 
have had 


art train- 


phetographic §re- 
an 


advantage 
21) and £497 
Stating age, 
to any 
quoting order 


ARTIST required in old- 
Interesting work and 
permanency for competent man. 


Pen- 
Please write: 
Kingsway, 


Interest - 


Street arca 


Weekly 180 Fleet St EC4 
AGENCY urgently 


re- 


bookkeeper-typist 
average mathematical ability. 
must be prepared to work 
job which requires speed, 
ind attention to detail, 
persons prepared to accept responsibility 


Only 


No Saturdays. 
rect, W.1. 


ADVERTISEMENT REPRESENTATIVE 


wanted by established Freelance 
Agency young, keen, able drive, 
willing travel, 
Box 6260 Ad. Weekly 180 Fleet St PC4 
C. & 3. CLARK LTD. shoe manufac- 
turers, Street, Somerset, require young 
man or woman to assist Advertising 
Manager, mainly in connection with 
plotting the progress of work and en- 
suring cliveries to schedule The 
position also involves supervisory work 
on the creative side where a sense of 
good taste, particularly in matters of 
Printing and Display, is essential. 
Replies. in confidence, to Personnel 
Department. 


CLASSIFIED ADVERTISEMENTS 
| 


Sec- 


YOUNG OUTDOOR Advertising bxec- 
utive desires change, preferably to an 
agency Or contracting organisation that 
will provide scope for initiative and 
hard work based on a sound Knowlcdec 
of the industry. 

Box 6196 Ad. Weekly 180 Fleet St hC4 

YOUNG MAN, 24, secks position as 
Studio Trainee. 

Box 6249 Ad. Weekly 180 Fleet St BO4 

CREATIVE DESIGNER of wp fish 
ability seeks post in London areca 
Available for tip top accounts only 
Box 6248 Ad. Weekly 180 Picet St bC4 

VERSATILE COPYWRITER, with wide 
marketing experience, at present free- 
lance, is looking for an Agency which 
can use part-time services 
Box 6241 Ad, Weekly 180 Fleet St BC4 

EXPERIENCED EXHIBITION AND 
DISPLAY JOINER requires situauon 
Box 6242 Ad. Weckly 180 Pleet Si bC4 


FOR THE SALES 
WAR OF ‘54’ 


The services are lable of an 4 
advertising man; old enough to have learnt 
to make advertising win the sales battle in 
tough markets, young enough to face the 
problems of ‘54’ with confidence. He knows 
the whole advertising field and has 
specialised knowledge of point-of-sale dis- 
play. Would be of particular value to an 
advertiser or agency handling ® good deal 
of display and exhibition work of to # display 
manutecturer. 


Box 6228 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG BUT ADVERTISING -WISE 
SECRETARY sccks interesting job in 
London offering low scope. First- 
hand knowledge of provincial sews 
papers, agents and manufacwren. 
Plenty of personality, a lively mind 
and a sense of humour, No ties, 
either. What offers? Write 
Box 6263 Ad. Weekly 180 Fleet S BC4 

CREATIVE ARTIST with cight years’ 
experience requires job as Visualiser/ 
Copywriter. Full or part time 
Box 6253 Ad. Weekly 180 Pleet S C4 

PUBLICITY OR PUBLIC RELATIONS 
post in West Country required by 
London Publicity Manager who ts also 
experienced journalist (editing and 
reporting). 

Box 6243 Ad. Weckly 180 Pleet Si BC4 


MISCELLANEOUS 


DEBTS COLLECTED throughout Britain 
No result-—no commission, Brilegal 
(Estab. 1919), 80 Leeds Road, Bradford 

SIRPI — (H. de la Chassaigne-P. F 
Gomez Homen). International Service 
Agency, Via Visconti di Modrone, 6, 
Milan, 


SALES AND WANTS 


ELECTRIC “STILLOGRAPH" ANIM- 
ATED SIGN CABINET. Illuminated 
In perfect condition. Showing 1}! pic- 
tures (12 in. x 9 in.) in rotation. Wall 
model with oak stand for floor use 
£55 Apply: Douglas Stuart [41., 
Smart House, 6 Brook Street, Hanover 
S ware, W.1 


MULTILITH PRINTING MACHINE, 


model 1250, latest and unused, as new, 
all electric, fully automatic. Cos with 
extra equipment over Immediate 


delivery, cash sale, £700, a bargain. 
Phone: PAD 6250 
Box 6265 Ad. Weekly 180 Pleet Si BC4 


PRINTERS 


PRINTING. Well equipped firm G0 
miles N. London) solicits enquiries for 
high class colour, brochure or journal 
production, Absolute faith assured. 
Box 6202 Ad. Weekly 180 Fleet St BCA 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


LAYOUT ARTIST (fa. Fig.) 
in folders and brochures, seeks com 
missions 
Box 6100 Ad. Weekly 180 Fleet Sit BC4 
IDEAS, DESIGN, ARTWORK, PHOTO- 


specialises 


COMPLETE PRODUC- 
leaflets, brochures, press 
advertisements, ctc., 
Box 6147 Ad. Weekly 180 Fleet St BC4 
DRAWINGS, LETTERING, ete. Creative 
work and finished drawings all general 


GRAPHY, 
TION, = for 


subjects. Also Carton, etc., designs, 
working drawings. Nice work at 
reasonable charges. W. Gardiner, 12 


Barnstaple Mansions, Rosebery Avenue, 


E.C.1 

ARE YOU ON TAP? Desk in Fleet 
Street, work for Artist if required, 25s. 
per weck including telephone service. 
Phone: CEN 2742 

WEST END Commercial 
desks available for free-lance artists 
Star Artists Ltd., 7 Poland Street, W.1. 

TRCHNICAL CREATIVE GROUP will 
shortly require services of further free- 
lance or part-time copywriters, com- 
pilers and artists. Please state speciality. 
Box 6199 Ad. Weekly 180 Fleet St &C4 

NATIONAL WEEKLY requires free- 
lance Space Kepresentatives all 
Provincial centres 
Row 6256 Ad. Weekly 180 Pleet St BO4 

PASHION DRAWING (Furs « spectaliny). 
Animal sketches in line, wash oF full 
colour. Also advertising and brochure 
layouts, air-brush work, etc, Detivery 
as fost as first-class work will allow, 
Loarridgee Publicity Lid., 15 South Tay 
Street, Dundee 


ACCOMMODATION 


FREFLANCE ARTIST ACCOMMOD.- 
ATION. Desk space, all conveniences. 
Good address, 0s. pw 
Box 6198 Ad. Weekly 180 Pleer St PC4 

COMMODIOUS STUDIO OFFICES, 
facing Sth. Kensington Station ro 
BE LET. About 1,100 ft. £800 pa. 
incl. Lease 3/10 years RR. E. Wrinht 
& Co., Chartered Surveyor, 151, Ken- 
sington High Street, WR (WPS 4555), 

ADDRESS tS IMPORTANT. Accom- 
modation address, Fleet Street, 15s. per 
week Phone CEN 2742 


BUSINESS OPPORTUNITIES 


TO A PUBLISHER 


W you heave « publication needing assistance 
of co-operation we may be interested. 
Write in confidence: 

Box 6245 
Advertiser's Weekly 180 Fleet Sc EC4 


Swdio has 


in 


| 


"Phone your Classifieds to CHA 8844 (Ex 25) 


FLEET STREET STUDIO 


thinks # cen offer attractive proposition 
Might also interest Agency wishing to con: 
siderably increase its National and Provincial 
contacts. Amount involved around £2,000 


Box 6246 
Advertiser's Weekly 189 Fleet St EC4 


‘SHOW | CARDS, CUT-ouTS | 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 


photo-litho process plant) 
CARILLON PRESS LTD. 
Bournemouth. 
sOa4S, 
Sureet, 
1740 


Fine Colour Printers 

Telephone Boscombe 
London Office 98-100 Fleet 
E.CA, Phone: CENtral 


SPECIAL A NCEMENTS 


R ©. CRIPPS, ARTISTS’ AGENT, of 
408 Strand, W.C.2, wishes it to be 
known that he no longer represents J. 
Musgrave-Wood, known as Emmwood. 


See November 26 issue of 
ADVERTISER'S WEEKLY, pages 
494, 495, 496 and 50S for the 
Advertising Services and Supplies 
Section. December 24 will be 
the next issue containing these 


— ee 
“aan 
— =i 
| a 
_ ka _g 
a | 
_ Fre 
OT —_ fe 
| —e 
— ee 


ADVERTISER’S WEEKLY 


HERE IS A 
__croWIN 


size and power. 


for 70%, of its 70,000 
go to this age-group, 


person to advertisers 
future. 


MARKET i 


The air-minded young man of to-day is 
an important person, for to-morrow he 
may well be a pilot, an engineer, a designer 
or a skilled artisan—a family man with a 
family man’s wide range of interests. 

Between the ages of 17 to 25 years his 
thoughts are most malleable. Impressions 
gained during this age will condition his 
thinking in the future—buying habits are 
being formed which will last a life-time. 
He is, in truth, a GROWING market—in 


He reads the R.A.F. FLYING REVIEW, 


monthly circulation 
not only in the Ser- 


vice but in aviation’s well-paid industries. 
The whole range of consumer goods 
interests him, and so he is an important 


with an eye to the 


@® REACH IT THROUGH 


ROYAL Al 


180 FLEET STREET - 


R FORCE 


Flying Review 


LONDON, E.C.4 


TELEPHONE: CHAncery 8844 


Published by the Proprictors, BUSINESS PUBLICATIONS, Lid., t their — at 180 Fleet Sereet, London 
December 1 Printed in England by Kdiher udson & 15-17 fiaticida, Condon, SE. 
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THursDay, Decemper 10, 1953 


PRESS — 


BID TO PERSUADE GOVT. TO GIVE 


ADVERTISERS MORE SCOPE ON TV 


rORY BACK-BENCH PROTESTS AGAINST TV WHITE PAPER 
LIMITATIONS ON THE ADVERTISER ARE EXPECTED IN COM- 


MONS DEBATE NEXT WEEK. 
lan Harvey, M.P. (director, W. S. 

Crawford), told “Advertiser's 

Weekly” last night (Wednesday): 

“I am surprised at the suggestion in 
the White Paper that authoritative 
bodies representing advertising 
should have suggested that the rele- 
gation of advertising ‘spots’ in be- 
tween the programmes would be 
satisfactory. 

“If the Government thinks that 
sort of thing would provide a work- 
able proposition it will have to 
think again. 

Mr. Harvey said that while there 
must be no interference with essen- 
tial character of programmes, there 
should be no objection to the intro- 
duction of advertising matter as 
“a natural part of the programme.” 

(See “A.A. Neutral on Tele- 
vision” —page 555.) 


HUNT FOR ANOTHER 
‘BUBBLES’ PICTURE 


Another “Bubbles” painting may 
be discovered at the Grocers’ Exhi- 
bition to be held at Belle Vue, 
Manchester, from May 4 to 15 next. 
In addition to scores of stands dis- 
plevine food products, space will 

set aside for a “Food and Art” 
Exhibition, and the organisers are 
inviting amateur or professional 
artists to submit up to three works 
for the consideration of a hanging 
committee. works may be in 
oil, watercolour, pastel, or black 
and white. Work submitted must 
bear relation to some aspect of 
food—growth, manufacturer, pack- 
aging, delivery, sale, display, pre- 
paration, or consumption. “An 
advertiser may find «nother 
‘Bubbles’ as a result of this exhibi- 
tion,” an official stated 


DAVID ALLEN XMAS 
POSTERS 


David Allen & Sons, Itd., are 
again showing posters of their 
Christmas goodwill message 
throughout this month. Average 
of about 200 of these 48-sheet 
posters are being displayed on their 
availa sites in ¢ provinces. 
_— screened by Allens themselves, 

a give the message “David Allens 
wish you a Merry Christmas” in 
red Old English type, surrounded 
by a border of green holly and red 
berries. Idea of this annual Christ- 

introduced here by 
joint managing 
seen it ca 
out in the U.S. 


1.A.M.A, held advertising forum 
in London last night (Wednesday). 
Panel comprised : Cyrus Ducker 
(L.P.E.), George Mills (Mills & 
Rockleys), Hubert Oughton (presi- 
dent, L.L.P.A.), Sir Miles Thomas 
(B.0.A.C.) and Eliot Warburton 
(president, L.S.B.A.). Lan Harvey, 
M.P. (W. S. ord) was 
q er. 


10, 1953. 


Kearns Lid., 


E.M.1. have taken a weekly half- 
hour programme on Radio Luxem- 
bourg to publicise yramo- 
phone records. 


J. Lyons Red Label tea packet 
to carry smali perforated stam 
showing a silhouette of de Havil- 
land aircraft. Free collecting 
album available from dealers. Wall 
charts showing phoiographs of the 
planes and giving details of their 
construction and records presented 
to all who fill album. 


Allan Candy appointed assistant 
advertising manager of Measham 
Motor Sales Organisation Ltd. 


Miss N. Birkbeck, director and 

buyer, The National Pub- 

licity Co., Ltd., is resigning at the 

end of the year to join her hus- 

—_ in H. G. Poxon Engineering 
‘o. 


Manchester Publicity Association 
Christmas lunch to held next 
ne Café Royal, 12.30 for 

p.m. 


“People who move events” was 
how Sir Compton Mackenzie des- 
cribed the members of the Women’s 
Advertising Club of London to his 
fellow novelist, Eric Linklater. 

Mr. Linklater told the Club, at 
their monthly dinner on Tuesday, 
that Sir Compton had said to — 
“My dear fellow. of course 
must accept their invitation. These 
women nad os who move events. 
The - frightened of them. 
When frighten Advertising 
Club is - deliberation, you can hear 

knees knocking in Fleet Street.” 

Mr. Linklater also said: “I be- 
long to an unskilled t 
we all know that 
ome only —A—* Ag F 
nowadays most . wi 
they have the time or not.” 


“Week-end Magazine” = from 
February 13 
ment 
Ontario, 
journals. This will a 
culation up to 1,075,000, claimed 
be by far the largest of any pub 
lication in Canada. Joshua 
Powers, Ltd., are the British &. 
resentatives. 
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